PROTECTION 


SALES APPEAL 


Standard sizes from 34 x 114” to 
| 2 x 10”. A wide variety of styles 
and sizes can be engineered in Tin, 
Aluminum, Lead and Tin-coated 


Lead. 


_ Write today for your copy of our 

, recently printed folder, “Wirz Col- 

| lapsible Metal Tubes.” It contains 

~ useful tube standards and valuable 
design data. 


ESTABLISHED 1836 


_4TH & PALMER STS., CHESTER, PA. 


~ ee 


665.5 
MAR 1951 


New York 17, N. Y. Chicago 4, Ill. Memphis 2, Tenn. Los Angeles 48, Calif. Havana, Cuba 
50 E. 42nd St. 80 E. Jackson Bivd. Wurzburg Bros. 435 S$. La Cienega Bivd. Roberto Ortiz & Son 


Export Division—751 Drexel Bidg., Philadelphia 6, Pa. 


Collapsible Metal Tubes - Lacquer Linings - Wax Linings - Westite Closures - Soft 
Metal Tubing - Household Can Spouts - Applicator Pipes - Compression-Injection Molding 
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NEW YORK 13, N. Y. 





161 SIXTH AVE., 
PLANT AND LABORATORIES: TOTOWA, N 
J 
| Exclusive U.S. Representatives for CHARABOT et CIE 
4 es CHICAGO a BOSTON a PHILADELPHIA 2 ST. LOUTIS . LOS ANGELES So ATLANT 
S } ~~. 


MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial ke TS ». ucts is Sandalwood—Santalum Album 
and agricultural development of My- ee ) (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to fomemmeg, § sore heartwood, Genuine Mysore 
develop Mysore’s vast resources will con- * SO} Sandalwood Oil, distilled at our 
tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“I? Ofdefte Sffence Diftifftrs” 


Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. + LINDEN, N. J. 


NATIONAL ciTty, CALIFORNIA . LONDON ’ MITCHAM ¥ WIDNES 
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CITRAL EUGENOL 
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OFFERING ROSE ABSOLUTE 





oe 
Pe) 
rs 








a 


VOLUME 57 NUMBER 3 


J. H. MOORE 


President 


HARLAND J. WRIGHT 


Vice-President 


WM, LAMBERT 
Editor 


M, G. DE NAVARRE 
Technical Editor 


M. B. JACOBS 
Flavor Editor 


ALLEN ADDICKS 
Advertising Manager 


CHICAGO 
Peoples Gas Building, Room 


1328, Chicago 3, Ill. Harrison 


"7 "7976 
7-7272 


LOS ANGELES 
McDonald-Thompson, Charles D. 
Eidson, 3727 W. Sixth Street, 
Los Angeles 5, Calif. Dunkirk 
7-5391 


SAN FRANCISCO 


MecDonald-Thompson, 625 Mar- 
ket Street, San Francisco 5, Calif. 
Yukon 6-0647 


EDITORIAL AND EXECUTIVE 
OFFICES 

9 East 38th Street, New York 16, 
i. Be 


PUBLISHED MONTHLY by Moore Publishing 
Company, Inc. Publication office: Emmett St., 
Bristol, Conn., U.S.A. Editorial and Executive 
Offices: 9 East 38th St., New York 16, N.Y. J. H. 
Moore, President; J. H. Moone Jr., Vice Presi- 
dent and Treasurer; HARLAND J. Wricnut, Vice 
President: Marc MacCotium, Vice President; 
R. R. Rountree, Vice President and Circulation 
Director; F. W. Nolting, Secretary. Subscription 
Rates: U.S.A. and Possessions and Canada, $3.00 
one year; 50 cents per copy. Foreign, $5.00 one 
year. Entered as second class matter, January 12, 
1950, at the Post Office at Bristol, Conn., under 
act of March 3, 1879. 


Moore Publishing Co., Inc., is publisher also of 
Advertising Agency, American Printer, Neighbor- 
hood Drycleaner, Gas Age, Gas Appliance Mer- 
chandising, Industrial Gas, LP-Gas, Laundry 
Age, and The Laundry Manager. 


Cable Address: Robinpub, N. Y. 
Volume 57, Number 3 (Copyright 
1951, Moore Publishing Co., Inc.) 


AULUEDUUEUADAUONAAGeGeOOnLADAoNNONGOSOEONOEOEOOSOALELEOUOUEOEOEOEOEOAOSOEOEDEDUOEOLASAEOAUAEOOOELALALUOEUDUNUEOEOUUSOULOLOLAOAOELELALAEUAEUELODEDELEUUGUEEEUEDEEUELEUELEUALUUEL EEE EEE 











SS ENTEALIOIL 


COSMETICS SOUATS 
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Research 

Non-lonic Detergents ........... Mlle A. Bolle & A. Miramanoff 
Study to determine if they inhibit antiseptics 

Some New Perfume Plants .................: Capt. Eric Hardy 
Comments on specimens found in middle east 

Material Developments in 1950 ...... Paul Z. Bedoukian, Ph.D. 
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Methods of manufacturing cordials and liqueurs 
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Characteristics of phosphates as soap builders 
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Good Housekeeping at Shulton Inc. ............ Albert S. Keshen 
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Why Employers Lose their Men 


Government Publications .............. Robley D. Stevens, J.D. 
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How to Sell to the Government ................ Albert W. Gray 
How to find out what is needed and how to sell it. 
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Choosing emulsifiers may be like 
hunting for a needle in a haystack 


—but you can make 
quick work of it with 





the ATLAS HLB System! 


The Atlas HLB System of choosing emulsifiers is based on empirical numbers 
representing the Hydrophile-Lipophile Balance CHLB) of each emulsifier. 
By using the Atlas HLB System, you frequently eliminate many tedious trial- 


and-error samplings to determine which of hundreds of emulsifiers to use in 


your product. Here are four outstanding features of this system: 


Nn 





A table of required HLB numbers for the materials to be emulsified: the 
various fats, oils, and waxes. 


A table of HLB numbers for Atlas emulsifiers which enables you to compare 
the potential usefulness of emulsifiers for the various fats, oils and waxes. 
You can easily calculate HLB numbers for combinations of emulsifiers. 


A table of HLB ranges for various emulsion problems. This table also 
shows which fatty acid derivatives are most favorable. 


A systematic procedure for testing emulsifiers to find the fatty acid 
derivatives and HLB most favorable to your problem. This procedure helps 
eliminate wide groups of materials from further research, and determines 
most favorable ratios of emulsifiers in mixtures. 


The HLB System—first of its kind—is described in detail in 
the new Atlas Surface Active Agents Book. Write for your 
copy today on your official stationery. 


Atlas produces a wide line of emulsifiers offering a complete 
range of solubility from oil-solubility to water-solubility, 
with many gradations of organic solubility. They also offer 
a wide range of physical forms, including thin liquids, viscous 
oils, and soft or hard waxes. 


Arlex, Sorbo, Span, Tween, 


Arlacel: Reg. U.S. Pat. Off. 


Hystrene: Trade Mark 
Trendex Co. 





Arlex and Sorbo sorbitol 


Span, Tween, and Arlacel emulsifiers 
Soluble lanolin and beeswax type emulsifiers 


Hystrene high-purity stearic acids 





INDUSTRIAL CHEMICALS DEPARTMENT 


ATLAS POWDER CUMPANY, WILMINGTON, DELAWARE ° OFFICES IN PRINCIPAL CITIES ° CANADA—BRANTFORD 
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Choice Fragrances 


o+- FROM A CHEMIST’S “GARDEN” 










Chemical Research works many miracles in simulating 
Nature. From Verona’s laboratories, for example, come pure, 
stable and lasting aromatic chemicals that realistically 
reproduce the appealing fragrances of garden flowers in bloo:. 
Verona perfume and cosmetic specialties are as carefully cultivated 


as the choicest flowers to add fresh notes of distinction to your products. 


SOLE AGENT IN THE U.S.A. FOR J. & E. SOZIO, GRASSE, FRAN“= 


VERONA SPECIALTIES: RESINOIDES: 

AMUSKAL OPOPONAX AMBRE E-392 MOUSSE DE CHENE ABSOLUTE STYRAX 

AMBRE 342 lONONES OLIBANUM TOLU 

ALDEHYDE E-317A CYCLAMAL OPOPONAX MOUSSE DE CHENE BRUT 


VERONA CHEMICAL COMPANY, 26 VERONA AVE., NEWARK, N. J. 
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IN A DROP OF PERFUME ? 


There are many things more than precious oils and fine chemi- 


cals that go into the making of her perfume . . . not the least 


of these is 


cag incateore — 


Achieving the mood ... the effect... the aura SHE seeks, is 


the job of the accomplished, imaginative perfumer. 


The van Ameringen-Haebler perfume chemists can help you 


create for her the fragrance she wants. 


MANUFACTURERS AND CREATORS OF THE FINEST Pe 
° 


aw® 


ingen ° haebler, inc. 


sivisaivw 


521 west 57th STREET 


NEW v eee, Ces N. Vv. 


CHICAGO + PHILADELPHIA + SALT LAKE CITY + SAN 
FRANCISCO + LOS ANGELES + SEATTLE + PORTLAND, 
ORE. + PLANT-ELIZABETH, NW. J.+ van AMERINGEN- 


HAEBLER S.A. R.L., PUTEAUX (seine), FRANCE 





Bases and Specialties for 
PERFUMES, COSMETICS and SOAPS 


Special Representatives for 


Tombarel Freres, Grasse 


vx Absolute Supreme Flower Essences 


vx Surfine Essential Oils 


vx Resinoids 


ee 
; PRODUCTS CORPORATION 


12 EAST 22%” STREET, NEW YORK 10 


Member of The Fragrance Foundation, Inc. 
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A PELTON TE 


CREATORS of MADE-TO-ORDER FRAGRANCES 
for PERFUMES, TOILETRIES and COSMETICS 
* 

* 

SUPPLIERS of AROMATIC CHEMICALS, BASIC 
PERFUME and FLAVOR RAW MATERIALS 
= 
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SOME TIMELY POINTERS 
ON THE PROPER STORAGE 
OF DELICATE OILS 


P URE aromatic oils in first class condition when 
packed will retain their fine quality for long periods of 
time if, upon receipt by the customer, they are properly 
handled and stored. An impure oil which has already 
started to deteriorate when packed may spoil quite rap- 
idly even under the most carefully controlled conditions. 
It is, therefore, most important to start with a reliable 
grade of oil and then apply certain basic precautions to 
insure the preservation of its fine quality and aroma over 
long periods. As an aid to users of these products, we sug- 
gest the following general rules for proper storage: 


1. Store only in well-filled, tightly stoppered containers. 
This will help to prevent oxidation and evaporation of the 
oil. 


2. Use only glass, heavily tinned, stainless steel or earthen- 
ware containers to prevent contact with metals which may 
accelerate deterioration of the oil. 


3. Use only dark colored bottles to protect the oil from 
sunlight. Oils stored in carboys, generally made from clear 
glass, are protected by the hood placed over the carboys. It 
has been found that sunlight has a definite catalytic action, 
therefore, if traces of metals or moisture are in the oil, rapid 
deterioration may result upon exposure. 


4. Store at uniform temperatures. A uniform temperature 
is just as important as a proper temperature; continual 
changes hasten spoilage of the oil. Temperatures too low 
may cause separation of the constituents of the oil; con- 
versely, high temperatures accelerate changes. The subject 
of correct temperature is still controversial, but experience 
has shown that, with few exceptions, a temperature main- 
tained a 68-70° F. is best for essential oils. 


5. Always store away from steam pipes or heating units. 
6. Always store away from direct sunlight. 
Applying these simple precautions, your stocks of 


FRITZSCHE oils will retain their superfine qualities 
almost indefinitely. 


FRITZSCHE BROTHERS, Inc. 





BASICor YLANG EXTRA 
et NG EXTRA 


For Use In: Any Composition 
vse In: 


having natural oi} of ylang 


Ylang as an ingredient, 


Odor Type: Outstanding dup- 


lication of ylang, even to 


its characteristic top note, 


Remarks; Particularly useful 
Now since it is Composed of 
readily ob tainable Materials 
independent of the imported oil, 
Very lasting, Undergoes little 
Change during entire ©vaporation 
range. Lacks harsh Chemical 
Character of inferior imitations. 
A broven product; highly recom. 
mend it, 





Asm riuine miei st 
available in seven sizes from 


Reem OM mee ie ee 


excellent containers for perfume and 


toilet water. They can be supplied 


Time lide lah] Pan ile eel il eae Lod 


CARR-LOWREY 
GLASS CO. 


n Office: BALTIMORE 2 MERCHANDISE MART 
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Founded in the glamorous 

period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 

high quality standards in the 
Essential Oil and Aromatic Indus- 
tries. 


Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from GRASSE PARIS NEW YORK LONDON’ SAO PAULO 
materials garnered the wide world 
over, many grown on Chiris’ own In each city there is a Chiris 
plantations. organization pooling all 

the experience and technical We regard it as a privilege to 
THE INTEGRITY OF CHIRIS resources of nearly 200 years of consult on your aromatic problems. 
PRODUCTS HAS WITHSTOOD activity in the world’s Essential Oil Our creative laboratories are at 
THE TEST OF TIME. and Aromatic Industries. your service. 


AMeVU INE CHIRTES 


119 WEST 57th STREET, NEW YORK 19, N. Y. 


ee ie Sa ae eee 
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“SALES OFFICES: Atlonte: * Reston © Chicago * ellen © Phlledeiphi + 50. Lovie * Teleder* Toreate 


a brilliant achievement in synthesis... 


FELTON’S 
OTTO OF ROSE 


ALTERNATE F.C. 


















$99 Johnson Avenue, Brooklyn 6, N. Y. 
"PLANTS: Brooklyn, WY. * Los Angeles, Cal, * Montreal, Que. * Paris, France: 


Stocks Carried in Principal Cities 












Never before has anyone succeeded in 
producing synthetically a// of the full, rich, 
characteristic notes of true otto of rose. 
While most of the constituents of 

otto of rose have been known for many 
years, and while many good simulations 
have been made, true reproduction of the 
natural product has never been achieved 
before. Felton’s achievement is the discovery 
and synthesis of those very important but 
elusive constituents present in minute 
quantities in Bulgarian otto of rose, and 
this development has enabled our perfumers 
to create the remarkably authentic 

Otto of Rose Alternate F.C. 
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for Holiday 
Toiletry Promotions. 





/ 
a te — 


i, fat 


. Perfumes 


ON : Toilet Waters 


——_ 
Gs me Colognes 


synthetic 


Let’s face the facts! Profitable toiletry sales 
demand more product ingenuity. That’s where 
DREYER enters YOUR sales picture . . . the 
dependable resource for new and unusual 
fragrances ... or for wonderful essences that 





q rival famous name odors. So, when planning 
P. R. Dreyer Co., Inc. ur new toiletry promotions, have DREYE 
119 West 19th Street, New York 11, N. Y. ” r . yP : R 
Please send us Catalog “B”. We are inter- in mind. Whatever you need, a DREYER 
ested in: synthetic essence is a happy solution ... and 
as most leading toiletry manufacturers have 
found ... MOST ECONOMICAL too. 


Name 
Company 


Street 


. Zone_—Stete PR Dreyer INC. + 119 WEST 19th STREET NEW YORK, N.¥ 
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Want-a Beat Galler 2... 


A HAPPY BLENDING of fragrance for your Our chemists and perfumers can show you how to 


product might well produce an outstanding sales re-odor numerous types of manufactured items. 
success story. Do what America’s leading They can help you add a neutral tone to almost 
manufacturers have done—consult with Naugatuck any finished product. Or they can blend the 
Aromatics. You'll find a perfect combination of one, distinctive fragrance that will help 
skill, experience and resources to help your product become a best seller. 


you with any perfuming problem. 


Write, or call us—soon! 


NAUGAROMES—For various industrial and 


commercial uses. 







DIVISION OF UNITED STATES RUBBER COMPANY 

254 Fourth Avenue, New York 10, N. Y.— 701 South La Salle Street, Chicago 5, Il!» 
Toronto — Montreal ; 
Sole Distributors for: 

BRUNO COURT, S. A., GRASSE, FRANCE 


SOAPOLS—For bar, paste and liquid soaps, 


SHAMPAROMES—For liquid, cream and paste 
shampoos. 


MODERN BASES—For fine perfumes, colognes, 
toilet waters, toilet preparations, etc. 


CREAMODORS—For all types of creams and lotions. 
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FILTROSOL 


Give your suntan product extra effectiveness by 
using Filtrosol as the sunscreening agent. 
Sunburn is caused chiefly by radiations of be- 
ween 2900 and 3100 Angstrom units. Filtrosol 
absorbs these radiations while allowing the 
beneficial tanning rays to pass, preventing 
painful burns and making tanning rapid and 


pleasant. 


FILTROSOL A FILTROSOL B 


Not water soluble. Water soluble. For 
For creams and oils. emulsions and lotions. 


In Suntan products 
comple te protection 
id dpelled 


Independent laboratory tests as well as years of consumer satisfaction 


have proved Filtrosol’s complete safety and effectiveness. Write us 


on your company’s letterhead for samples and further information. 


601 West 26th Street, New York, 1, N. Y. 
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AOAUENTS AND PENETRANTS 


\ MI ERCHOLS 


different, and naturally better for the 

skin and hair too. They represent 
cholesterol in its most active and efficient 
form. 

* The AMERCHOLS are non-ionic surfactants 
which we isolate in purified form from 
animal tissues. The AMERCHOLS are stable 
in the presence of acids, alkalies and most 
drugs and we know of no case of an allergy 
due to an AMERCHOL. 


“Vai the AMERCHOLS ARE NATURALLY 


Our research laboratories are available 
to you for advice and information. 
Our booklet will help you formulate 
the AMERCHOLS in O/W and 

W/O emulsions. 


AMERICAN CHOLESTEROL PRODUCTS 


Ben eee eee 
MILLTOWN —————__ 


NEW JERSEY 
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INSPIRED . CREATIV 


perfume specialties 


m 


a ei et , i r ms ‘ 
i Sobu, - both the charm 


and haunting loveliness of Parisian 
Perfumes have been transplanted 
to New York. 


Sy « « de Laire Specialties 


provide the creative perfumer with 
new, original accords to lighten 
and brighten the transitional stages 
of making his composition a new, 
distinctive perfume. de Laire 
Specialties offer new odor values and 
harmonies previously unknown. 


aan PERFUME SPECIALTIES 


DIVISION OF 


DODGE & OLCOTT, INC. 


180 Varick Street « New York 14, N. Y. 


= 
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RRR RED |: OTT I E 


Your Product will be in good company at the 


Private Brand Division of Avon Products, Ine. 


The good companions will be those well-estab- 


lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 





Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 


quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


© Suffern, New York e¢ Pasadena, California « Montreal, Canada 
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sales are up! thanks to 


1 GAIR 
#7 MULTICOLOR CARTONS 


A i GAIR multicolor cartons are winning 


PTET ieee lta eM N Lm a dil Mai LL 


dealers, consumers and manufacturers. 


These smartly designed multicolor cartons 
are solving packaging problems for many 
manufacturers who are as meticulous 
about their packaging as they are about 


their famous products. 


Sales, profits and prestige are increased 
with the SELL-ON-SIGHT appeal of GAIR 


multicolor cartons. 


a 


WRITE TODAY for samples 
and technical information 


ROBERT GAIR COMPANY, INC., 15 


PAPERBOARD *® FOLDING CARTONS * SHIPPING CONTAINERS 
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OMPOSITIONS WITH THE M 





ACCENT 





EXOTIQUE No. 6270 BOUQUET D No. 7618 


, mparts a delightful ef 
; sage effect, 
Al sclg powertal and cloying- odor. 


note retaining full-bodied od 





The art of combining fragrance has been developed into an 
exacting science in the Penick Laboratories. From the Light 
Florals to the Heavy Orientals, the distinctive ereations of 
our perfumers offer appeal to the most diseriminating tastes. 


JADENE No. 7620 
* $20.00 w. 


full 
A composition with a deep, 
cinabaaed reminiscent of night 
blooming J combined with 


SOUE-VERTE No. 7631 













jasmine 
a lingering Gardenia afternote. 





Featured on this page are a few of our outstanding com posi- 
tions. Your investigation is invited. Please write for samples. 


FLORAL BOUQUET No. 7653 
$11.00 w. 


oral notes 

| This fragrant bouquet of ft 
. js an unusual and original compo~ 
sition recommended for @ complete 
new line of perfume and cologne. 


BOUQUET PERFUME ON No. 7677 
$12.00 per ww. 


perticularly useful 
and lotions. a eremme 








& COMPANY 


735 WEST DIVISION STREET, CHICAGO 10, ILL. 
Telephone, MOHawk 5651 


50 CHURCH STREET, NEW YORK 7, N. Y. 
Telephone, COrtlandt 7-1970 


S.B.PENICK( «,” 
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NEOINDOL 


A pure colorless chemical body of an Ester nature, pos- 
sessing the odor of Civet-Indol-Skatol. 


NEOINDOL will not discolor on standing, nor in perfume 
compounds such as Jasmin, Neroli, etc. 


NEOINDOL boils in the same range as Indol and Skatol 


without the disadvantages of Imino compounds. C 
NEOINDOL has no nitrogen. 
Refractive Index at 20 degrees—1.5330. 
Samples and quotations on request 
BREN HR RASS 
Se 


Dr. ALEXANDER KATZ & Co. Division of 


I. RITTER & CO. 


Los Angeles 39 Seattle 4 New Orleans 13 Dallas 1 
San Francisco 3 Pittsburgh 22 


Salt Lake City Vancouver, B. C. Mexico, D. F. \\ 


Our catalog contains valuable information for you . . . ask for free copy. 


MEAS eZ 
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Waving Shampoos 


One hears of moré and more of 
these products being offered on 
both ends of the country as well as 
in the middle territories. At least 
one of these is reputed to contain a 
thioglycolate in the usual shampoo 
base. 

(While thioglycolates are now 
considered to be quite safe, they 
might cause harm under certain 
conditions of use and among some 
people. In the usual waving proc- 
ess every effort is made to keep 
the solution off the scalp because 
therein might be the cause of po- 
tential harm.) 

At least one supplier of profes- 
sional waving materials introduced 
a similar waving technique in 
which thioglycolate was dissolved 
in the shampoo vehicle. No neutral- 
izer was used because the hair was 
expected to be satisfactorily fixed 
by air oxidation. This promotion 
was either at the end of the war or 
about that time. For some reason 
or other, it was dropped. 

We all now know that in the 
hands of the average user a home 
wave does not give quite the long 
lasting results obtained from a pro- 
fessional. As a result the tendency 
among home users is to give them- 
selves a wave too often. This might 
result in sensitization particularly 
if the waving ingredient comes in 
contact with the scalp in the pres- 
ence of a lot of surface active 
agent, either of the soap or syn- 
thetic detergent type, for any 
length of time. 

The point I am trying to make is 
that there is enough risk in home 
waving under ordinary circum- 
stances without adding thioglyco- 
late to a shampoo and allowing it 
to intentionally stay in contact with 
the scalp under conditions where 
the scalp might be abraded as a re- 
sult of scratching with the finger- 
nails during the shampoo. It is 
wondered if the companies offer- 


& Essential Oil Review 


esiderata 


by MAISON G. pENAVARRE 


ing these products have made sufh- 
cient tests to show the safety of the 
product under prolonged periods 
of use. For it isn’t just their bacon 
that is in the fire but the whole 
home wave end of the industry can 
suffer a black eye. We all know 
that black eyes of this type last in 
the thoughts of various consumer 
groups and those entrusted with 
the regulation of the industry in 
governmental agencies. 


Super Staining Lipstick 


If the title of this paragraph has 
been trade-marked by some com- 
pany for use on their own lipstick, 
the writer immediately apologizes 
for using the phrase. However, it is 
such an apt one to describe the 
new lipsticks that the tendency 
could not be avoided to use it. 

Increased staining properties in 
lipstick can be obtained in any 
number of ways. Ordinarily castor 
oil can be made to do tricks under 
proper manipulation that the oil 
itself does not ordinarily possess 
when it comes to dissolving io 
acid. 

We also know that tetrahydro- 
furfuryl alcohol (do not confuse 
with furfuryl alcohol) has been 
patented as a solvent from bromo 
acid and that it has been used by 
some people for this purpose al- 
though the experience of the trade 
is that the lipstick made with this 
solvent tends to become progres- 
sively harder due to inter-action of 
the materials or evaporation of the 
THFA. 

More recently Gottfried and co- 
workers obtained a patent for using 
various esters of HFA claiming 
that these were superior solvents. 
The patent is too new to know how 
valid it may be. The acetate has 
been suggested in European publi- 
cations, particularly British, as a 
bromo acid solvent but of course 
the patentees’ work was probably 
done prior to this announcement. 









M. G. deNavarre at work in his laboratory 


One must always be conscious of 
the fact that bromo acid itself is 
considered to be a sensitizer and 
that with the increased amount of 
the material dissolved in some sol- 
vent resulting in increased staining 
or penetration of the solution into 
the lip, can lead to increased sen- 
sitizing of the individual. The 
truth of these words will soon be 
determined because there are on 
the market two highly publicized 
super staining lipsticks. If sensitiz- 
ing does occur there will be a large 
increase in a number of medical 
cases and it will not take too long 
for the industry to find this out. In 
any event there are many interested 
watchers awaiting developments, 
including the writer. 


Soap Germicide 


A mixture of dodecylamine lac- 
tate and salicylate is claimed to be 
effective as a deodorant and “bug 
killer,” in soap solution. It is cov- 
ered by U.S. patent No. 2,471,339 
and it is currently being offered un- 
der a trade name as a household 
liquid disinfectant. It is odorless, or 
nearly so, and contains neither 
chlorine nor phenolics. Whether 
the product can be adapted to liq- 
uid or bar soap usage and retain 
its effectiveness is yet to be proven 
by others than the _ interested 
parties. 


Titanium Replacement 


Zirconium silicate has been sug- 
gested as a titanium dioxide re- 
placement. It has a buff color of its 
own which must be considered in 
adapting it for a given use. Anyone 
intending to make this replace- 
ment should rub out with mineral 
oil 5 grams of the zirconium silicate 
and one gram of color, using as a 
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control titanium dioxide and the 
same coler in like amounts. Since 
zirconium silicate has approxi- 
mately the covering power of 
zinc oxide, another control using 
zinc oxide should be included. It 
this is done it will be discovered 
that zinc oxide and zirconium sili- 
cate cause a given color to develop 
differently with the two pigments. 
Titanium dioxide on the _ othe1 
hand, will show from 114 to 214 
times the hiding power of zinc 
oxide. 

In addition it will be found that 


Questions and Answers | 


854: Crocodile Oil 

Q. For your information we have 
recently been in communication 
with a former importer of turtle 
oil who had to discontinue the im- 
porting of same because of the lack 
of interest. However this importer 
has suggested that we might find 
an outlet for Crocodile Oil with 
manufacturers of face creams, and 
we wonder if you have any sugges- 
tions. M.E.M. Texas 


A. The principal thing that will 
rule out the use of crocodile oil in 
face creams will be the high acid 
number. Ordinarily oils used in 
cosmetics have less than 1/10 the 
acid number of the crocodile oil. 
Therefore, unless there are some 
other saving graces, such as vita- 
min or hormone acitvity, we are 
afraid that crocodile oil is just an- 
other animal oil that may not even 
be suitable for making soap. 


$55: pH of Creams 


Q. We intend to 
Depilatory Cream, with a_ base 
made from stearic alcohol, an 
emulsifier, and water. We wish to 
check the pH of each batch, but 
the methods for pH determination, 
known to us, work with liquids 
only, as far as we could see trom 
the literature. Could your recom- 
mend us a suitable method? A.S.F. 
Switzerland 


A. The indicator paper method 
using Clayton yellow will work sat- 
isfactorily on a cream such as you 
mention. The other method is to 
use an electrical pH meter. 


manufacture a 


856: Cold Wave-Lotion 

Please refer to the American 
Perfumer of April, reference 805: 
Cold Wave Lotion, and kindly let 
us know, please, the amount of So- 
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one pigme nt cannot be replaced by 
another in a given product in any 
indiscriminate manner because of 
the different way in which the pig- 
ment takes a wet or dry tint. Where 
either zinc oxide or zirconium sili- 
cate are used to replace titanium di- 
oxide in liquid make-up items one 
will discover that a complete 
change in formula may be re- 
quired. If a cream make-up has 
been satisfactorily made with zinc 
oxide, titanium dioxide may cause 
a different texture and color. The 
same is true for the silicate. 


dium Perborate Monohydrate it 
would take to make 16 ozs. of Neu- 
tralizer to arrest the action of a 
6-14°. Amm. Thioglycolate Devel- 
oper. We use Neutralizer consist- 
ing of 8 grams of Sodium Perbor- 
ate and 4 grams of Tartaric Acid 
to 16 ozs. of water. We put the 
powders in two envelopes. If the 
Sodium Perborate Monohydrate is 
a one (1) powder neutralizer, and 
is as good as a non-acidified neu- 
tralizer, we shall consider it quite 
a relief. T.Y.V. England 


\. It is our guess that it would 
take about 10 grams of sodium per- 
borate monohydrate to act as neu- 
tralizer. If you can use tartaric acid 
with it, so much the better. Acidi- 
fied neutralizers with free oxygen 
being liberated are to be preferred 
to the nonacidified types. 


857: Skin Oil 

Q. Can you give me a simple for- 
mula for a skin oil using the fol- 
lowing ingredients? Vitamin F., 
cholestrin, vegetable lecithin in 
peanut, mazola, or mineral Oil. 
H.L.L. Maine 


\. A skin oil does not require cho- 
lesterin. The Vitamin F. is added 
as unsaturates in a concentration 
of 14 to 5 per cent. 


858: Skin Lotion 

Q. I have compounded a skin lo- 
tion that whitens and softens the 
skin using proportional quantities 
of the following ingredients: 
Scalded milk, Glycerin, Lemon 
Juice, Peroxide water, and Rose 
water. 

I find the lotion effective in its 
bleaching, softening and _ condi- 
tioning qualities, however, it tends 
to have a pronounced “tackiness” 
or stickiness which I would like to 








be able to counteract. Also, the lo- 
tion dries very slowly after it is ap- 
plied to the skin. I would appreci- 
ate receiving information from you 
as to how these qualities can be 
corrected. ].M.N. Calif. 


A. We believe you tend to precipi- 
tate the casein in the milk and 
cause it to form a glue-like sub- 
stance. Your drying is retarded by 
the glycerin. We suggest that you 
replace part or all of it with pro- 
pylene glycol. In addition, you may 
have too much of this substance in 
your formula and accordingly you 
will have to be guided by your dry- 
ing time in arriving at the proper 
proportion. There is no point in 
marketing a product containing 
peroxide because the moment it 
comes in contact with any organic 
matter it no longer exists as per- 
oxide and its effect is completely 
lost. In fact, you can conceivably 
get in trouble with the federal au- 
thorities on this score. 


859: Penicillin Dentifrices 

Q. Would you please let me know 
where the paper on Penicillin in 
Dentifrices by Goldman and Tron- 
stein was published. 7.D. New 
York 


The reference to Goldman and 
Tronstein and a penicillin denti- 
frice, the original reference is as 
follows: Journal of Investigative 
Dermatology /4, 57, 1950. 


860: Stick Deodorant 


Q. Our firm is currently engaged 
in the developing of a stick deo- 
dorant using an alcohol base gelled 
with sodium stearate. We have 
considered using oxyquinoline Sul- 
fate and/or zinc sulfocorabolate as 
the active ingredients in this prep- 
aration. We ‘would appreciate any 
suggestions which you might offer 
as to the amounts of these mate- 
rials which could be used safely 
and effectively. B.W.T. Oregon 


A. We wouldn’t recommend either 
oxyquinoline sulfate or zinc sulfo- 
carbolate in your sodium stearate 
gel deodorant stick. The oxyquino- 
line sulfate is a sensitizer and 
stainer. It would also react with 
the zinc sulfocarbolate, while the 
latter would tend to break your 
gel. If you want to make a straight 
deodorant stick then we suggest you 
use Hexachlorophene in a 4 per 
cent concentration. This is the sub- 
stance used in deodorant soaps and 
many deodorant colognes. Other- 
wise formulate a solid cologne and 
include this substance adding it in 
with the perfume. 
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Oil YLANG YLANG is an integral and 


important part of many perfumes. 


Oil YLA NG YLANG of whatever grade,—and there are many, 


usually the quality varying inversely with the 

price,—-is becoming increasingly hard to obtain. 

Formulae invariably have to be adjusted to 

compensate for the quality prevail- 

ing with each purchase. 

@ WHY not standardize with a good synthetic YLANG YLANG, 


the quality of which remains constant regardless of 
wars, floods, droughts, pestilence and what-not. 


@ WE offer for your consideration two grades:— 


YLANG YLANG SYNTHETIC REGULAR 
YLANG YLANG SYNTHETIC EXTRA 


These fulfilled requirements during World War Il and 
have been in use ever since. 


If you have not already made their acquaintance, 
samples and prices are yours for the asking. 


ORBIS 


PRODUCTS 
CORPORATION 


215 PEARL STREET, NEW YORK 
FACTORY AND LABORATORY: 
NEWARK, N. J. 
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AND LOTION formulas were collected from in- 
H dustrial sources (1), (2), (3) and 500 gm. of each 
was prepared. Relative viscosities of the lotions 
were checked after preparation and after storage for 
three years at room temperature. Four out of eight 


were found to be satisfactory. The formulas for the four 
satisfactory lotions are given in Table I. 


Table I 


Formulas of Unsatisfactory Hand Lotions 
in Gm./500 Gm. 


Sources . j | 2 3 4 


Glyceryl monostearate, self 


emulsifying ...... aeles 12.5 
Acid stable glyceryl monostearate 12.5 
Sesame Oil U.S.P. wane 73 
CD beens ee 25.0 25.0 
Thymol a Rivlaleaad 0.5 0.5 0.5 
Methy!parahydroxybenzoate 0.5 
a ee ‘ 0.5 0.5 0.5 0.5 
Anhydrous lanolin . 25.0 50.0 
Stearic acid U.S.P. ‘ 25.0 25.0 
Triethanolamine ‘cere 9.0 9.0 


Distilled water 454.0 461.5 440.0 415.0 


To mate 500.0 500.0 500.0 500.0 Gm. 


Directions for Preparing No. | 


Melt the self emulsifying glyceryl monostearate and 
add the sesame oil. Heat the distilled water to 70°C. 
and add the glycerin and methylparahydroxybenzoate 
to the water. Gradually add the oil to the water with 


* Director, Division of Pharmacy, Howard College, Birmingham 6, Ala. 
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Time ‘Tested Hand Lotions 


How to prepare four satisfactory lotions for hands and face 
and why two of them are not to be recommended . . . . Formu- 


las and preparation of four lotions of unsatisfactory stability 


C. LEE HUYCK * 


constant stirring. When cooled to room temperature, 
add the perfume and the finely powdered thymol with 
constant stirring. Make up for loss by evaporation by 
the addition of distilled water and put through the 
hand homogenizer. 


Directions for Preparing No. 2 


Melt the acid stable glyceryl monostearate. Heat the 
distitled water to 85°C. and add the glycerin and methly- 
parahydroxybenzoate to the water. Gradually add the 
aqueous solution to the acid stable glyceryl monostea- 
rate with constant stirring. Stir until cooled to room 


temperature. Add the perfume and put through the 
hand homogenizer. 


Directions for Preparing No. 3 and 4 


React the triethanolamine and stearic acid by melting 
them together in a water bath. Add the water and stir 
until a creamy soap is formed. Then add the lanolin and 
continue the heat until it has melted. Stir the mixture 
thoroughly until a creamy emulsion is formed. Con- 
tinue the stirring intermittently until the emulsion has 
cooled to room temperature. Add the thymol previously 
reduced to a fine powder followed by the perfume and 
put it through the hand homogenizer. 

The relative viscosities of these lotions were checked 
directly after preparation and after storage three years 
at room temperature in amber glass. The method used 
in checking the relative viscosity was the usual method 
described in various compendia (4) with water as a 
standard of 1. The average of two determinations for 
each sample is recorded in Table II. 
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Table II 
Relative Viscosities of Hand Lotion (Water = 1) 


Directly After After Storage for 
Preparation 3 Years at R.T. 


1.26 1.36 


1 
2 1.23 1.45 
3 2.52 2.82 
4 3.01 3.41 


Table II shows that the viscosities increased a little 
after the lotions were stored in tightly stoppered am- 
ber bottles at room temperature. The increase may be 
due to evaporation, alkalinity of the glass, or to the 
fact that sufficient time had not elapsed for equilibrium 
of the chemical reaction to take place. The pH of the 
various lotions was determined by Beckman pH meter 
laboratory model G using glass electrode, directly after 
the preparation and after three years storage in am- 
ber glass bottles at room temperature. The average of 
two determinations of the pH of the hand lotions at 
25 C. is recorded in Table III. 


Table Ill 


90° 


pH of Hand Lotions at 25°C. 


Directly After After Storage for 


Preparation 3 Years at R.T. 
1 6.80 7.05 
2 3.25 3.35 
3 8.00 8.15 
a 7.80 7.95 


Table III shows that the pH of each lotion increased 
a little after the lotions were stored in tightly stoppered 
amber bottles at room temperature. The increase may 
be due to alkalinity of the glass or to the fact that suf- 
ficient time had not elapsed for equilibrium of the 
chemical reaction to take place. 

The formulas for the hand lotions which were not 
found to be immediately satisfactory or satisfactory after 
three years storage in amber glass at room temperature 
are given in Table IV. 


Table IV 


Formulas of Satisfactory Hand Lotions in Gm./500 Gm. 
5 6 7 8 


Stearic Acid 4.0 25.0 15.0 

White Beeswax 5.0 

Cocoa Butter 7.5 

Anhydrous Lanolin 4.0 133.0 
Triethanolamine 1.0 9.0 5.0 

Borax 0.5 

Glycerin 25.0 25.0 
Thymol 0.5 0.5 0.5 
Perfume 0.5 1.0 0.5 0.5 
Heavy Mineral Oil 55.0 

Cety! Alcohol 3.75 

Acid stable glyceryl monostearate 12.5 
Sesame Oil 7S 
Methylparahydroxybenzoate 0.5 


Distilled Water 452.0 331.5 420.25 454.0 


500.0 500.0 500.0 500.0 Gm. 
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With the thought that the method of compounding 
of these lotions might be the reason for the instability 
of these lotions the methods of compounding are given 
here. 


Directions for Preparing No. 5 


Melt the stearic acid, beeswax, cocoa butter, anhy- 
drous lanolin and add the triethanolamine. Dissolve 
the borax, thymol, and glycerin in the water and warm 
the solution to the temperature of the triethanolamine 
mixture. Add the triethanolamine mixture to the aque- 
ous solution of the borax with constant stirring and 
stir until the mixture is cool. When cooled to room 
temperature, add the perfume and put it through the 
hand homogenizer. This lotion decomposed after stand- 
ing over night. The lotion was prepared again by first 
reacting the triethanolamine with stearic cid. The 
other ingredients were added and the thymol was 
added last. After the lotion had cooled it was put 
through the hand homogenizer. The lotion remained 
stable for about one month when separation into two 
layers was noticed. 


Directions for Preparing No. 6 


Weigh the triethanolamine and the stearic acid. Add 
all the water. Heat the mixture unul the stearie acid 
is melted. Stir to a creamy soap. Add the lanolin and 
continue the heat without stirring until the lanolin was 
melted and the mixture was just below the melting 
point. Stir the mixture thoroughly until a thick creamy 
emulsion results. Continue the stirring intermittently 
until the emulsion has cooled to room temperature. 
Add the finely powdered thymol and the perfume. 
This lotion was very viscous and after three years a 
room temperature would not pour from the bottle. 


Directions for Preparing No. 7 


This lotion was prepared by three different meth- 
ods, the last of which gave the best results. By the first 
method the stearic acid and the triethanolamine were 
allowed to react and the cetyl alcohol and mineral oil 
were added. The water was heated to 70°C. and gradu- 
ally added to the soap with constant stirring. This 
method of preparation produced an unsatisfactory lo- 
tion. By the second method the triethanolamine, stearic 
acid, and the water were weighed and heated until 
the stearic acid melted. The mixture was stirred until 
it dissolved. Finally the mineral oil was gradually 
added. The lotion was unsatisfactory. By the third 
method the stearic acid, cetyl alcohol, and mineral oil 
were heated until the stearic acid and cetyl alcohol had 
melted. This mixture was added to boiling water 
containing the triethanolamine. The mixture was 
stirred vigorously until the temperature reached 50°C, 
The lotion was allowed to cool to room temperature 
when the previously powdered thymol and perfume 
were added with constant stirring. 


Directions for Preparing No. 8 


Melt the acid stable glyceryl monostearate and add 
the sesame oil. Heat the distilled water to 85°C. or to 
about the temperature of the oil mixture. Add the 
glycerin and the methylparahydroxybenzoate. Gradu- 
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ally add the oil to the water with constant stirring. 
When the lotion had cooled to room te mperature the 
perfume was added. This lotion decomposed into two 
layers after standing over night. 


Discussion 


Satisfactory lotions numbers one and two are not to 
be recommended because of their water-like consist- 
ency, although they are pharmaceutically stable. Hand 
lotions numbers three and four approach the satisfac- 
tory hand lotions on the market since only a small 


amount is necessary to soften skin of the hands and 
face. 


Summary 


1. Four pharmaceutically stable hand lotions have 
been prepared. 

2. Formulas, relative viscosity, and pH of the hand 
lotions were recorded right after preparation and after 
three years storage in amber bottles at room temperature. 

The formulas and methods of preparation of four 


hand lotions of unsatisfactory stability are recorded. 
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Why Employers Lose Their Men 


HE following reasons are given by Walter A. Lowen 
to explain why workers “fire their boss” and leave 
their jobs: 

Greater security. For a man to be happy in his job he 
must have a sense of security. He must respect the own- 
ers of the business, and believe in their management 
ability. A feeling of instability breeds discontent and 
fear. He changes to escape this and finds security in 
his work. 

Better opportunity. Many a man is frustrated by an 
unsympathetic superior who is afraid to share his re- 
sponsibilities and train him for his next step up. He 
feels his advancement is stymied by the men ahead of 
him. He changes to achieve more rapid advancement. 

Better location or environment. A man may be 
willing to work to get valuable experience in a shoddy 
neighborhood, but if he is ambitious his eye will be on 
joining a business in a location which needs no apolo- 
gies and of which he can be proud. 

Personality trouble is a frequent cause of change. 
When a man finds his superior antagonistic or obnox- 
ious we realize there is such a thing as clash of person- 
ality. A job can become unbearable when personalities 
just don’t mesh. 

Employer's unreliability. Some employers make 
promises lightly. They say one thing and do another. 
They are too impulsive. They change their minds with- 
out stating reasons. They also prove unreliable by fail- 
ing to back up their employees. So they lose them. 

Unprogressiveness. Many an employer displays lack 
of vision. In Proverbs we read: “Where there is no 
vision the people perish.’”” When the principals ef a busi- 
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ness have made their pile and are no longer deeply con- 
cerned with its progress, ambitious men pull out. 

Bad disposition. An employer who is autocratic, pro- 
fane, temperamental, unfriendly may succeed for a time 
in browbeating his employees. But a man of courage 
prizes his self-respect and finally refuses to play the role 
of sycophant. If goaded to the point of desperation he 
may tell his boss off. The wiser man quietly seeks a 
new job. He does not throw out dirty water until he 
has clean. 

Lack of appreciation. Many a man suffers from the 
“I knew him when” employer complex. Like the father 
who finds it hard to realize his son is a grown man, em- 
ployers often lose valuable employees by being over- 
critical, picayunish. They fail to give proper recogni- 
tion or praise when it has been well merited. 

Lack of proper compensation. An employer who 
milks the business dry for his own selfish interests and 
fails to be a “good divider” with his employees is 
“building up wrath against the day of wrath.” When 
men of partnership caliber fail to receive recognition 
duly earned they sometimes lead “a palace revolution” 
and an employer learns that he has educated a com- 
petitor. 

Internal politics. A prominent executive recently said 
to me that the curse of American business is the back 
stabber, the credit grabber, the stiletto thrower. More 
good men change jobs because of internal politics, thus 
causing business untold loss, than from probably any 
other cause. 

Too much overtime. This is most frequently a sure 
sign of inefficient management. A business operation 
can either be too penurious or unwisely extravagant. 
Profitable efficiency is best achieved when overtime is 
the rare exception rather than the rule. 

Nepotism. When members of the employer’s family, 
his fraternity brothers, or sons of superannuated top 
executives are noticeably favored, the ambitious young 
man recognizes that his advancement is blocked and 
he calmly decides to seek a better opportunity else- 
where.—A dvertising Agency. 


i, 


“Look, green lipstick for our St. Patrick’s Day Special 
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Government Publications 


LTHOUGH manufacturers may not be aware of it, 

down in Washington, D.C., a staff of experienced, 
skillful and well-informed government writers are spend- 
ing their days turning out lively and informative book- 
lets on every subject from apprentices to wage stabiliza- 
tion. 

For example, the publication on wage stabilization 
discusses in 380 pages such timely topics as the develop- 
ment of wage-price policies, an appraisal of wage stabili- 
zation policies, relation of wage controls to manpower 
problems, enforcement, etc. In addition, the publica- 
tion “Federal Labor Laws and Agencies” is a guide for 
the layman, and it discusses in 100 pages such important 
matters as the Taft-Hartley Act, New Fair Labor 
Standards Amendments of 1949, and Social Security. 

Because of space limitation it is impossible to elaborate 
in detail the valuable and useful information contained 
in them all. Each has its merits and each government 
publication contains good down-to-earth explanations.— 
Robley D. Stevens, J. D. 


Food and Drug Administration, Annual Reports 


1. Booklet No. 65, Selling Opportunities. 
2. Booklet No. 58, Business and Government Regulations. 
3. Booklet, Small Business and Trade-Marks. 


1. Booklet, Business and Government Licenses. 


Department of Commerce 


1. Booklet, State Unemployment Insurance Laws. 
2. Booklet, Guide for Analyzing Jobs. 

3. Booklet, Manual for Job Analysis. 

4. Booklet, Industrial Job Evaluation Systems. 
5. Booklet, Occupational Guide. 

6. Dictionary of Occupational Titles. 


Bureau of Employment Security, U. S. Department of 
Labor 


1. Booklet, Rules and Regulations. 
2. Annual Reports. 





National Labor Relations Board, Annual Reports 


Federal Mediation and Conciliation Service 






1. Booklet, The Federal Budget in Brief, Fiscal Year 1952. 
2. Booklet, Production Planning and Control. 

3. Booklet, Simplifying Procedures Through Forms Controls. 
4. Booklet, Personnel Records and Control. 

5. Booklet, Fiscal Records and Control. 

6. Booklet, Process Charting. 

7. Booklet, Appraisal aad Control of Duplicating Service. 


Bureau of the Budget, Executive Office of the President 





4. Booklet No. 541, Definition of terms on executive, administra- 
tive, professional and sales employees. 

5. Booklet No. 779, Retail, Service Establishments and Related 
Exemptions. 

6. Booklet No. 790, Portal-to-Portal Act of 1947. 

7. Booklet No. 3, Rulings and Interpretations of Government 
Contracts. 

8. Annual Reports. 


Wage and Hour Division, U. S. Department of Labor 


1. Booklet, Apprenticeship—Past and Present. 

2. Booklet, Apprenticeship Credit for Previous Experience. 
3. Booklet, The National Apprenticeship Program. 

!. Booklet, Setting Up an Apprenticeship Program. 


Bureau of Apprenticeship Office, U. S. Department of 
Labor 

1. Booklet No. 237, Handbook on Women Workers. 

2. Booklet No. 212, Women’s Jobs. 

3. Booklet No. 236, Women in Higher-Level Positions. 

4. Booklet No. 191, State Minimum-Wage Laws and Orders. 


Bureau of Labor Statistics, U. S. Department of Labor 


1. Booklet, Your New Social Security, 47 Questions and Answers. 
2. Booklet No. 6, Staff Development, The Supervisor's Job. 

3. Booklet, Social Security in the U.S. 

t. Annual Reports. 


Federal Security Agency 


1. Booklet, 100 things you should know about Communism. 
2. Booklet, 9827, Excess Profits Tax Act of 1950. 


Cosmetic Excise Tax Collections 

HE following chart shows graphically the sums col- 

lected during 1949 and 1950 in 20°% excise taxes on 
cosmetics. Below the graph are figures showing the tax 
collections for the years 1949-1950 to the nearest dollar. 
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No. 
No. 
No. 
No. 
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No. 
No. 
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81, A Guide to the National Labor Relations Act. 
66, The Foremen’s Guide to Labor Relations. 
60, Settling Grievances. 

82, Arbitration of Grievances. 

123, Federal Labor Laws and Agencies. 

125, State Workmen’s Compensation Laws. 

120, Labor Laws and their Administration. 

119, Workmen’s Compensation Problems. 

118, State and Federal Labor Legislation. 

67, Safety Subjects. 


Bureau of Labor Standards, U. S. Department of Labor 
Booklet, Digest of Fair Labor Standards Act, 1949 Amended. 


2. Booklet No. 778, Overtime Compensation Explanation. 
3. Booklet No. 516, Recordkeeping data for employers. 
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Apr. May June July Aug. Sept. Oct. Nov. Dec. 
1951 1950 1949 

January $12,255,363 $ 9,836,052 $ 9,648,063 
February 11,654,681 12,984,776 
March 6,811,063 6,796,181 
April 6,985,099 6,913,884 
May 8,316,993 6,983,445 
June 8,136,742 7,625,450 
July 7,965,373 6,776,881 
August 9,671,335 7,807,221 
September 7,542,472 6,859,446 
October 7,900,314 6,760,409 
November 8,159,612 7,738,779 
December 7,781,091 7,312,007 
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The new Shulton plant at Clifton, N. J. is a two story reinforced concrete and limestone structure on a 33 acre site. 





Good Housekeeping at Shulton Inc. 


How a big cosmetic plant keeps its production line flowing with- 


out impediments. 


. . What it does to maintain the system 


and how it gets the cooperation of its hundreds of employes 


ALBERT S 


F a sanitation program is considered a housekeep- 
ing duty with employes cautioned to maintain 
cleanliness in their surrounding work areas just as 
they would in their own homes, they will invariably re- 
spond to this domestic touch by removing any un- 
sightly material called to their attention. That is the 
procedure used at the big cosmetic 
plant of Shulton, Inc., in Clifton, N.J. 
Shulton occupies a two-story reinforced, concrete and 
limestone building with a wide expanse of glass. Sev- 
eral hundred workers are occupied with the manufac- 
ture, preparation and packaging of soap, toilet water, 
perfume, bath salts and dusting powder products. The 
33-acre site, facing Route 6, one of the main highways 
out of New York City, was chosen largely because of its 
clean atmosphere to keep the products free from city or 
factory-town dust and dirt. 


manufacturing 


“We have three general objectives in our over-all 
planning,” said H. C. Dugan, plant engineer. “They 
are to keep the working aisles clear at all times so as 
not to impede necessary traffic, remove oil and grease 
from machinery, and clear obstructions from fire ex- 
tinguishers for obvious reasons of safety.” 


& Essential Oil Review 


. KESHEN 


Responsibility for this task is left with the head of the 
sanitation staff who supervises a crew of 12 to 14 sani- 
tation maintenance men. This group, however, does 
not spend full-time on these duties, fitting them in 
with production chores. They are subjected to a thor- 
ough training program on cleanliness supervision, del- 
egating specific duties to each man so that no nook or 
corner of the plant is neglected at any time. 


Daily Inspection Tour 


A daily inspection tour is conducted by the sanita- 
tion chief. He takes with him on his rounds a detail 
sheet, headed “housekeeping” and containing a listing 
of all the departments to be covered from machine 
shop to chemicals. The sheet also contains items in each 
department to be graded, such as floor appearance, dust, 
hazardous equipment, safe storage of chemicals, defaced 
walls, etc. 

Any uncleanliness is called to the attention of the de- 
partment head in charge with the request that he cor- 
rect it at his first opportunity. Then the report is sub- 
mitted to Mr. Dugan who brings it to the attention of 
all departmental executives at their weekly Thursday 
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The foyer of the Shulton plant features mural decorations by Louis 
Boucher depicting the history of cosmetics and custom built furni- 


ture and cabineis with marquetry inlay. The room is well lighted. 


Shulton boxes are wrapped in gaily colored paper by machine, pre- 
cut and scored paper goes through a gluing machine at left, then 
travels to the machine at right which does the wrapping. 
conferences. It is discussed openly and left to the ex- 
ecutive responsible for immediate correction. 

Ihe system calls for a demerit mark to be placed 
against the record of any department head whose 
equipment is checked off as unsanitary on the daily 
tally sheet. At the end of the week these demerits are 
summarized and shown to the man in charge with a 
request that there be an improvement the following 
week, thus providing a double-check, in addition to the 
verbal reminder. 

On the inspection tour the most common faults 
looked for are material underneath the tables 
and conveyors, dirty slop sinks and oil and grease on 
the machines. Tools remain the paramount safety 
problem. While there is no heavy machinery, the pack- 
ing and filling equipment, gluer, powder containers 
and similar apparatus for the preparation of toilet 
goods must be under constant supervision checks to 
keep the production line flowing without impediments. 
This is in conformity with the engineering principle 
of the plant’s operation, that material flow through 
constantly, being processed continuously until it 


waste 
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Set-up boxes are wrapped by the machine at left which feeds the 
boxes to women who put in the inner sections by hand. The finished 
boxes travel by chute to the packaging department for filling. 


Metal chutes are used to carry finished boxes to a lower floor for 
filling. Note the complete absence of scrap paper in this photograph 
which was taken immediately after the plant closed for the day. 


reaches the point of shipment without at any time being 
side-tracked or retracing its steps. 

“The housekeeping idea has worked out so well that 
for a period of from two to three weeks the inspection 
sheet was entirely free from demerits,” said Mr. Dugan. 
“Our method of presentation of these sanitation find- 
ings also has a lot to do with it. Instead of acting 
abrupt and domineering, our policy has been sug- 
gestive and attention-calling. In most cases the person 
responsible is glad to cooperate since he may not have 
noted the cause the uncleanliness, himself, but 
when it is brought to his attention he usually corrects 
it either immediately or at the first opportunity.” 

The intensity of this sanitation supervision remains 
at its peak at the height of the production season 
which is between July and December, shortly before 
Christmas, when the plant operates to full capacity. At 
that time there is added an influx of temporary em- 
ployes, who, although they are thoroughly advised on 
the duration of their employment, must be constantly 
alerted on cleanliness problems and their working areas 
thoroughly checked. They are also requested to refrain 


of 
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When the closed boxes arrive on the packaging floor they must be 


opened by hand before being placed on the conveyor belt with their 


covers. The numbers of chutes shown here indicates the plant size. 


1 dust removal system with suction vents at work benches and 
around filling machines keeps employees from inhaling powder dust 


as well as reduces lost time caused by interruptions for cleaning. 


from munching tid-bits or eating lunch while on the 
job. 

An important feature of the Shulton building is a 
dust evacuating system to keep the area clear of body 
dusting powder, as well as removing ground glass dust 
on all hand separation jobs such as decorations on glass 
bottles. Dust is filtered through the work benches by 
suction vents and pulled through scores of ducts to a 
big central unit on the third floor. Thus the air is kept 
free from contamination as well as removing the oc- 
cupational hazards usually associated with this type of 
work. 

Ihe overflow of shredded paper in loose packages 
presents a recurring sanitation problem. To overcome 
it the engineering staff has designed a new packing table 
by which paper can be automatically inserted from a 
bin above to the carton underneath, fitting in exactly 
to the specifications called for and thus eliminating any 
wastage or disorder and preventing an unsightly ap- 
pearance at the end of the work day. 

Oily rags and waste paper require constant atten- 
tion at all times to prevent spontaneous combustion 
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Talcum powder containers are placed in shipping boxes by hand as 
they come off the conveyer belt which carries them from the filling 


room. Packaging is kept separate from filling areas by partitions 


After-shave lotion is piped down from third floor mixing and aging 
rooms and fed into this filling machine. Critical parts of this 
and other machines are painted bright colors as a safety measure. 


fires. A young man is given the specific duty of going 
through the plant daily beginning at 4 P. M. to pick up 
this material and remove it. 

Corrugated paper boxes are also picked up in ham- 
pers at the end of the working day and wheeled away 
for removal by a scavenger who is paid for this serv- 
ice. When this material was a scarcity the firm was paid 
for its waste paper, but now it finds that it must offer a 
compensation for the job. 

The messy glue machine to seal cartons presented a 
trying problem for the engineering staff because of con- 
tinual slopping over, which is unavoidable. To over- 
come it a cardboard receptacle was devised to catch 
the drippings, preventing them from spoiling the work 
floor. 

The painting scheme throughout is not only func- 
tional, but presents an appearance of uniformity. Radi- 
ator convectors, for instance, were painted the same 
cream color as the walls of glazed tile. In the filling 
department the machinery bases were painted gray 
and the top green. 

In emphasizing color, the engineering department's 
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plans call for strict adherence to the principle of color 
dynamics to be applied to all machinery. Critical parts 
are to be painted with a color designated as “focal,” 
designed to focus the worker's attention precisely where 
it should be—to arrest his eye and reduce the unneces- 


sary travel resulting when the entire machine is 
painted a dull gray. Non-critical parts are to be painted 
Shulton green. Two other colors may be used, cream 
for all moving parts such as handles and wheels; and 
orange for danger spots like covers, outside gears, elec- 
tric switches and buttons. 

All of this planning is in keeping with Shulton’s 
scheme of things—to emphasize both beauty and efh- 
ciency in conformity with the esthetic merchandise it 
produces. The building itself is expressive of function- 
alism together with dignity and modern progressive 
design. Its wide corridors, parking areas which permit 
wide latitude of movement with no incumbrance and 
large windows with natural light streaming through is 
geared for high-speed production in surroundings 
where workers can have sunshine and natural beauty. 

The grounds are landscaped with shrubbery and 
the lawn is given constant attention. The flower gar- 
dens are constantly in bloom from early spring to late 
fall since flowers themselves are representative of each 
of the Shulton toiletries. Taking advantage of these 
natural surroundings, the engineers are planning a 
swimming pool to be supplied from the nearby brook as 
well as picnic grounds for personnel. 


Employee Welfare Provisions 


This consideration for the comfort and happiness of 
the workers is shown in the general employee facilities 
such as cafeteria, hospital, rest rooms, lockers and 
shower rooms which are considered among the most 
modern and convenient of their type. The cafeteria 
provides the best of nutritious food at cost and is light 
and airy, pleasant to be in. It seats 250 persons at a 
time and nearly all employees have their lunches there. 

In keeping with this atmosphere of estheticism, 
mural oil paintings have been placed on the walls of the 
reception foyer. They are based on the theme that 
“womanhood through the ages pays scented tribute to 
Venus, goddess of beauty.” This mural, 114 feet long 
and 11 feet high, contains 40 colorful figures of beau- 
ties throughout the ages. 

Emphasis on hygiene in production always has been 
the paramount consideration of Shulton’s president and 
founder, the late William L. Schultz. His son, George 
Schultz, is president and plant manager. Other executive 
at Clifton include R. E. Brainard, production manager; 
Dr. Oliver L. Marton, chief chemist; Richard A. Dey, 
in charge of personne!; and Mrs. Anna Ehrhardt who 
heads the filling department. 


When a Territory is in the Red 


j pron possible approaches to the problem of the ter- 
ritory that isn’t earning its keep have been suggested 
by E. E. Helm. 

First, ask what can we eliminate to bring costs in 
line? That approach is essentially weak and cannot 
be expected to produce good results. 

Second, tackle the problem from the angle of what 
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can we do to get better results? How can we increase 
our volume sufhciently to bring sales costs in line? 

Commenting on these suggestions Sales Management 
says: 

If the territory potential is there, then surely it is 
the better part of wisdom to locate and correct the rea- 
sons for poor sales performance. The explanation may 
lie in unqualified manpower, in failure to allot enough 
time to key accounts, in lack of specific marketing in- 
formation, or in failure to do a strong job of merchan- 
dising at the dealer level, to mention but four possible 
causes. If such is the case, then only suitable specific 
corrective action can make the sick territory well. 

The first or negative approach only tends to freeze 
sales volume at the existing level, or create conditions 
under which it will steadily decline. 


Selective Selling 


F you are selling higher priced, quality and luxury 

products only 7,000,000 out of the 37,250,000 families 
in the United States are for you. The seven million 
families are those with incomes over $5,000 per year. 

Many families seemingly better off financially today 
than five or ten years ago are pressed to maintain living 
standards on a par with those years. So don’t look for- 
ward to getting too high a percentage of the riches of 
the seven million families. As the economic pattern of 
buying smooths out, the new backbone of the so-called 
quality market is again those families whose relatively 
higher incomes and generally greater financial re- 
sources give them a stability of purchasing power. They 
are the people who are your prospects through thick 
and thin. 

One out of every five U.S. families falls in this class. 
Having discovered that, your next problem becomes 
one of finding them. After you have put the finger on 
them, your own experience and that of your advertis- 
ing and merchandising men will tell you how to sell 
them efficiently and effectively. 

Narrow your sights to conform to the narrowing of the 
profitable potential which is imposed by the new econ- 
omy. Concentrate your sales effort in the quality mar- 
ket field. Bring every phase of selling activity to a sharp 
focus on the families who buy luxury goods, which by 
virtue of their quality must sell for relatively high 
prices. 

The first step in successfully pinpointing your mar- 
ket potential and getting right down to business is care- 
ful selection of media. The families who have the 
money to buy quality products and the apperception to 
appreciate them, are so located that nationally circu- 
lated mediums will find them for you economically. If 
you have ever been addicted to selective selling, you'll 
decide that it is now more important to your business 
than it has ever been before. 


Money doesn’t talk these days—it goes without say- 
ing.—E. F. Houghton. 


Little comes from assigning a thinking job to two or 
three persons. One usually does the thinking. The 
others tear it to pieces.—Phoenix Flame. 
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Do Non-Ionic 


Detergents 


Inhibit Antiseptics? 


This digest of experiments conducted at the Laboratory 


of Galenical Pharmacy, University of Geneva, show that 


oleic acid may be the cause of mold growth in non-ionics 


MLLE. A. BOLLE and A. MIRAMANOFF* 


T HAS been noted by Engler (Doctorate Thesis No. 
1149, Geneva 1950, 30) that non-ionic detergents 
possess no antiseptic properties at all and in addi- 

tion may stimulate the growth of some molds. These 
incomplete observations are the basis of the following 
study. 

. . “In such investigations there are three main vari- 
ables: (a) the microorganism; (b) the detergent; (c) 
the antiseptic. 

“To limit the number of experiments we restricted 
the first variable to 2 strains of fungi, the second to 7 
detergents selected from amongst those most commonly 
employed, and the third to 3 antiseptics of very dif- 
ferent chemical composition. In certain instances the 
tests were carried out for definite control purposes or 
to check either a working hypothesis or an interpreta- 
tion of results. For most of our tests we worked with a 
liquid medium, using the Jaag medium, which is fa- 
vourable to the development of mycelium and has the 
following composition:—sodium nitrate 3 g., potassium 
dihydrogen phosphate | g., potassium chloride 0.5 g., 
magnesium sulphate 0.5 g., ferrous sulphate 0.01 g., 
sucrose 50 g., water to 1,000 g. 

“A suspension of spores (Penicillium spp. Aspergillus 
niger) of constant age (10 days) and constant average 
density is added to 50 ml. flasks containing 10 ml. of 
Jaag medium. This is the control series. Into similar 
flasks either the selected antiseptic in progressive dilu- 
tion or the wetting agent is poured, making a separate 
series for each. A last series of flasks contains the 
spores, the antiseptic and the wetting agent all to- 
gether. The flasks are put in an incubator at 28°C. and 
observations made at the end of 10 days. It is evident 
that if the addition of a wetting agent or an antiseptic 
or a mixture of the two can change the Jaag medium, 
by diluting it, the control series must undergo a simi- 
lar modification. Each series of tests is carried out with 





* Journal of Pharmacy and Pharmacology, Vol. II, No. 10, 685-692, 1950 
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at least 2 flasks for each variable, and, in the series re- 
quiring the weighing of mycelium, 3 flasks are used. 


Results 


“Our first experiments having shown qualitatively 
that the presence of certain non-ionic detergents fa- 
voured the development of mycelium, we have at- 
tempted to bring out this point by tests of a quantita- 
tive nature. For this purpose we compared the weights 
of the clumps of mycelium obtained from the control 
series with those of mycelium from the media with 
added detergent, at a 2 per cent concentration. With- 
out going into the details of these tests, of which only 
the comparative results are of any interest, we shall 
simply indicate the weight of the mycelium cultivated 
in the presence of a detergent as compared with that 
of the control mycelium, the weight of the latter be- 
ing arbitrarily represented as unity. In classifying, in 
the order of their growing action, the detergents which 
favour the development of mycelium we obtain the 
following series, in which the figures represent the av- 
erage of 3 weighings. .. . 


Weights 

RN ae ocd awconus asevickaivetbasereudaas al 
ai CE (RE wines cad dencecdvendaecdeuanunneés 1.5 
‘ea RPE ciskeaiecknaedwnagaameae wen kcedau ae 
MCE ccecceeseyscedasdevedawadageasenesuaens 2 
GE Oe iinGedeievciddei weaned aceurves $nceecnae me 
i ED sa cedcbakdrececcunedecadeneuanimacadas 2 
SG Ea vetacucnadenndvenebere wanecebakans on 
si GUM rodiecdedesnccudecntnadcececstentacuaues 2 
She WOR Se win caccdedcnddcctiwenscsnesdavscedweus 3 


... “In our tests we used non-ionic detergents of 100 
times higher concentration (2 per cent.) as our object 
was not so much to obtain a better homogeneity of sus- 
pension as to work with quantities equivalent to those 
used in pharmaceutical practice. . . . Further, although 
our quantitative results very clearly showed the stimu- 
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lating role of different non-ionic wetting substances on 
the growth of the Aspergillus niger organism (we also 
cinerea, Achorion quinckeanum) the main purpose of 
made qualitative tests on Penicillium spp. Botryits 
the present work was to observe the behaviour of some 
of these detergents in the presence of antiseptics. .. . 

“The following conclusions may be drawn:—” 

(1) All non-ionic detergents when added to a cul 
ture medium stimulate the development of mycelium. 

(2) If antiseptics are used they are partly inhibited 
by the detergents. When inhibition is comparatively 
slight for nipagin, with the detergents used, it is greater 
fog (3) Carbowax 1500 has practically no inhibitofy 
xyquinoline sulphate and extremely high for G-4. 
effect on the antiseptic. 

(4) Mannite, has not effect. 

Cystein and gelatin strongly inhibit oxyquinoline sul- 
phate (no doubt because of their SH function), but not 
G-4. 

(5) Oleic acid has the same effect as the detergents 
tested. Inasmuch as non-ionics frequently contain some 
free oleic acid, it appears that it can be considered as 
the cause of this phenomenon in non-ionics based on 
oleic acid. 


How to Set Up a Price Policy 


OEL DEAN, a practical business man and an in- 

structor in economics at Columbia University, in a 
recent issue of Harper’s Magazine, suggests that manu- 
facturers of new products who desire to set up a prac- 
tical pricing policy should consider these steps: 

1. An estimate of demand. 

2. A decision on market targets. 

3. The design of promotion strategy. 

t. The choice of distribution channels. 

For the first, estimating demand, he suggests: 

\. Ask such questions as—How many potential buy- 
ers are there? Is the product practical for meeting their 
needs? How can it be improved to meet their needs 
better? What proportion of the potential buyers would 
prefer or could be induced to prefer this product to 
existing products? 

B. Mark out the competitive price range. Mr. Dean 
suggests that interviews with distributors who have suf- 
ficient experience to judge what price range would 
make the product a good value may help on this score. 

Manufacturers, he continues, also may find the barte1 
equivalent concept useful. Direct questioning of a sam- 
ple panel of consumers often fails to yield reliable data 
on what they would be willing to pay for a new prod 
uct. However, if consumers are presented with a 
variety of articles in different price ranges, and then 
asked which article they would take in trade for the 
new product, a rough approximation of value may be 
obtained. 

C. Investigate probable sales from several possible 
prices. Usually, a buyer has a choice of existing ways of 
having the same service performed. An analysis of the 
costs of these alternatives serves as a guide in setting the 
price for a new way. 

D. Consider the possibility of retaliation by manu- 
facturers of displaced substitutes in the form of price 
cutting. 
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As for the second step, deciding on market targets 
these questions may be asked: 

What ultimate market share is wanted for the new 
product? How does it fit into the present product 
line? What about production methods? What are the 
possible distribution channels? 

A basic factor in answering all these questions, is 
the expected behavior of production and distribution 
costs. The relevant data here are all the production 
outlays that will be made after the decision day—the 
capital expenditures as well as the variable costs. A go 
ahead decision will hardly be made without some as- 
surance that these costs can be recovered before the 
product becomes a football in the market. 

As to the third step, designing promotional strategy, 
an acceptance is involved of the fact that initial pro- 
motional outlays are an investment in the product and 
cannot be recovered until some kind of market has 
been established. 

The innovator, must shoulder the burden of creating 
the market. If he does not want to hand this market to 
possible competitors, “he must make pricing plans to 
recover his initial outlays before his pricing discretion 
evaporates. 

ihe strategic problem is to find the right mixture 
of price and promotion to maximize long-run profits. 

A marketer “can choose a relatively high price in 
pioneering stages, together with extravagant advertis 
ing and dealer discounts, and plan to get his promo 
tion costs back early; or he can use low prices and lean 
margins from the very outset, in order to discourage po- 
tential competition when the barriers of patents, 
distribution channels, or production techniques be- 
come inadequate. 

As for the fourth step, choosing channels of distri 
bution, marketers must estimate the costs of moving 
the new product through the distribution channels 
to the final consumer since these costs govern the fac- 
tory price that will result in a specified consumer price, 
and since it is the consumer price that matters for vol 
ume. 

Thus, in setting up a “pioneer” pricing policy, a 
choice must be made between (1) a policy of high ini 
tial prices that skim the cream of demand and (2) a 
policy of low prices from the outset, serving as an active 
agent for market penetration. 

When the later stages in the cycle of market and com 
petitive maturity are reached, there are several alterna 
tives in pricing. 

But most important is the ability to determine when 
a product is approaching maturity. Five symptoms of 
this condition are: 

1. Weakening in brand _ preference. 

2. Narrowing physical variation among products 
as the best designs are developed and standardized. 

3. The entry in force of private label competitors. 
t. Market saturation. 
5. The stabilization of production methods. 


1 have known a great many of the great and the 
near great and without exception their simplicity has 
been in proportion to their greatness.—Channing Pol- 
lock. 
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HE buying experience of the government in World 

War II emphasized the need of avoiding the conse- 

quences of independent buying by the different 
branches of the armed forces. In place of the former 
unrelated buying by the Army, Navy and Air Force, 
today one representative of all these organizations, the 
Department of Defense, purchases the supplies where 
hefore each of these branches of the armed forces fre- 
quently were bidding against each other in securing 
their stores. 

“While there is a general awareness among business 
men of the potentialities of this vast market for their 
products,” recently remarked Jess Larson, Administra- 
tor General Services, “there is an equally wide- 
spread conviction that doing business with the govern- 
ment is so difficult that it should be avoided except in 


ol 


cases of necessity. 
“The General Service Administration is working to 
make it easier to do business with the Federal Govern- 


ment by standardizing and simplifying the procedures, 
contract and bidding forms and specifications. It is also 
studying the existing laws and regulations with a view 
to recommending where they 
without weakening essential safeguards. 

“Great changes will not take place over night but 
simplification and improvement will take place as we 
move progressively toward our major objective, to pro- 
vide the Federal Government with an economic and 
efficient system of procurement and supply. 

“In this regard we feel that we can do the most good 

the number bringing the widest dissem- 
ination of timely information regarding all opportuni- 
ties for participating in government transactions.” 

Government purchasing offices now send daily by 
teletype their latest requirements to a Chicago office of 
the Department of Commerce. There these lists are as- 
sembled, published and distributed to the regional of- 
fices of the Department of Commerce throughout the 
United States. 

In these lists are set forth a brief description of the 
goods the government is seeking to purchase, the quan- 
tity desired with the date at or before which bids must 
be submitted with an identifying serial number of the 
different lots. 

This and related information is obtainable by any 
one from these central sources either on a personal re- 
quest or by mail. A business man who is considering 


changes can be made 


for largest by 
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How to Sell to the 


ALBERT WOODRUFF 





Government 


How to find out what, when and where toilet 
preparations and other materials are needed 


for defense program and how to submit bids 


GRAY 


marketing his goods with the armed forces will through 
such inquiries be directed to the local Department of 
Commerce office most accessible to him. 

A roster of these central offices of the Department of 


Commerce and the names and office of those in charge 


are as follows: 

Alabama, Mobile | Nevada, Reno 

Malcolm Laws, Dist. Manager Edgar P. Caffrey, Dist. Manager 
109-13 St. Joseph St. 118 West Second Street 

Arizona, Phoenix New Mexico, Albuquerque 

Ernest C. Corbell, Dist. Manager Thomas L. Moore, Business Specialist 


| in charge 

203 West Gold Avenue 

New York, Buffalo 

John J. Love, Dist. Manager 

| 117 Ellicott Street 

| New York, New York City 

John F. Kiernan, Regional Director 
42 Broadway 


234 North Central Avenue 


California, Los Angeles 
Regional Wirector 

U. S. Post Office Building 
Catifornia. San Francisco 

john J. Judge, Regional Director 
Customhvuuse 


Denver 


Colorado, 


Charles E. Brokaw, Regional Director _ — —_— tM 
825 “ve Ee Stree - Ni. Lucky, ist. Manager 
828 Seventeenth Street 105 West 4th Street 
Connecticut, Hartford | OL 

110, Cleveland 


Frank J. Madden, Jr., Dist. Manager 
Post Office Building 

Florida, Jacksonville 

William A. Dunlap, Dist. Manager 
311 West Monroe Street 

Florida, Miami 

Marion A. Leonard, Dist. Manager 


George A. Moore, Regional Director 
925 Euclid Avenue 

Oklahoma, Oklahoma City 

( Vacant ) 

102 N. W. Third Street 

Oregon, Portland 
| Ralph W, Sullivan, Dist. Manager 


36 N. E. First Street 520 S. W. Morrison Street 
Georgia, Atlanta Pennsylv PI 
Mert it: Lolo. Resional Disector ennsylvania, Philadelphia 


Acting Regional Director 

4537 Chestnut Street 

Pennsylvania, Pittsburgh 

Charles A. Carpenter, Dist. Manager 
700 Grant Street 

Rhode Island, Providence 
Herbert J. Denner, Dist. 
Customhouse 


South Carolina, Charleston 
| C. W. Martin, Dist. Manager 
| 18 Broad Street 


| Tenne aoe Memphis 


50 Whitehall St., S. W. 

Georgia, Savannah 

Joseph G. Stovall, Dist. Manager 
Post Office Building 

Illinois, Chicago 

George C. Payne, Regional Director 
332 South Michigan Avenue 
Kentucky, Louisville 

Prentiss M. Terry, Dist. Manager 
Federal Building 


Manager 


Louisiana, New Orleans 


Harold C. Jackson, Dist. Manager | John M. Fowler, Dist. Manager 
333 St. Charles Avenue Federal Building 

Maryland, Baltimore Texas, Dallas 

John Wever, Dist. Manager 1 (Vv acant ) 

103 South Gay Street 1114 Commerce Street 
Massachusetts, boston Texas, El Paso 


| Thomas U. Purcell, Dist. Manager 
U. S. Court House Building 
Texas, Houston 
W. G. Brown, Dist. Manager 
| Federal Office Building 

Utah, Salt Lake City 
| Kenneth B. Dyer, Dist. Manager 
Post Office Building 
Virginia, Richmond 
C. Roy Mundee, Dist. Manager 
801 East Broad Street 
Washington, Seattle 
Philip M. Crawford, Regional Director 
909 First Avenue 
Wisconsin, Milwaukee 
John G. Desmond, Dist. Manager 
517 East Wisconsin Avenue 
Wyoming, Cheyenne 
Albert B. Kahn, Business Specialist 
in charge 
Federal Office Building 


Paul G. Carney, Regional Director 
Customhouse 


Michigan, Detroit 
William T. Hunt, Dist. Manager 
230 West Fort Street 


Minnesota, Minneapolis 
Silas M. Bryan, Regional Director 
401 Second Avenue, South 


Missouri, Kansas City 

Kenneth V. James, Regional Director 
911 Walnut Street 

Missouri, St. Louis 

Clyde Miller; Regional Director 
1114 Market Street 


Montana, Butte 

William G. Maloney, Dist. Manager 
14 West Granite Street 

Nebraska, Omaha 

John Bickert, Dist. Manager 

1319 Farnham Street 
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Instructions in Procurement Manual 


In addition to the information readily available 
through these sources to every manufacturer or dealer 
of perfumes, toilet articles, soaps and flavors seeking to 
sell his products to the Federal Government, every 
such producer or dealer should have and use the de- 
tailed information and instructions in the Government 
Procurement Manual, which contains the items and 
classes of items purchased, the location of the purchas- 
ing offices and the methods used by the government in 
the purchase of the different types of goods. 

There are also available to the prospective seller of 
perfumes, cosmetics, flavors and soaps other guides to 
the implementing of sales to this world’s biggest buyer, 
obtainable from the U.S. Government Printing Offce at 
Washington, D.C. 

(1) “Purchased Items and Purchasing Locations of 
the Department of the Navy,” 20 cents. 

(2) “How to Sell the United States Army—A Pam- 
phlet Designed to Assist the Business Man,” 30 cents. 

(3) “Follow Me—A Guide for Selling to the United 
States Air Force,” 15 cents. 

Perfumes, cosmetics, soaps and flavors and kindred 
goods are also purchased directly by the Chief, Army 
and Air Force Exchange Service at 25 West 43rd Street, 
New York, N.Y. and by the Officer in Charge, Branch 
Purchasing Office, Army and Air Force Exchange Serv- 
ice, at 563 Market Street, San Francisco, Calif. Simi- 
larly the purchase of articles of this character for the 
Navy are made by the following officials at the addresses 
given: 

Officer in Charge, Navy Purchasing Office, 111 East 16th Street, 
New York City, N.Y. 

Officer in Charge, Naval Supply Center, Norfolk, Virginia 

Officer in Charge, 844 North Rush St., Chicago, Illinois 

Officer in Charge, 1206 South Santee St., Los Angeles, Cal. 

Commander, U. S. Naval Shipyard, Boston, Massachusetts 

Commander, U. S. Naval Shipyard, Philadelphia, Pennsylvania 

Commander, U. S. Naval Shipyard, Charleston, S.C. 

Supply Officer in Command, Naval Supply Depot, Seattle, Wash- 
ington 

Commanding Officer, Naval Air Station, Miami, Florida 

Officer in Charge, U. S. Navy Ship Store Office, 29th Street and 
3rd Avenue, Brooklyn, New York. 

This effort of the government to assure the efficient 
buying of stores has been patterned to the provisions 
and intent of the Armed Service’s Procurement Act and 
too, that the market may be available to the business 
men of the country. 

“As I talk to business men,” said Jess Larson, “I am 
impressed by the fact that they are not asking for spe- 
cial consideration but rather for an equal opportunity 
to compete for government business.” 


Art of Making Money 


MAN in his middle fifties went into business for 
himself and found that making money was one of 
the easiest things he tried to do. 

His success, Leslie Gould the psychologist points out, 
was based not on self-confidence or self-assurance but 
on having learned to think in terms of what his poten- 
tial customers needed or wanted. That is not as sim- 
ple as it may sound. We know that fortunes generally 
are made by selling people the goods or the services 
that they are ready to buy, but when we try to deter- 
mine what these are, our vision is likely to be blurred 
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by the intrusion of three mental images: the image of 
what appeals to our own tastes or prejudices; the image 
of what we feel the other fellow ought to want, and the 
image of what it would be to our immediate advantage 
for him to buy. The more vivid any of these images 
is, the more effectively it blots out the picture of the 
actual buyer, who quite probably cares nothing about 
any of them. 

In short, what keeps the majority of people from 
business or social success is that they are childishly self- 
centered. They have not the courage or imagination to 
grasp any point of view but their own. 


Marketing Rules 


AMUEL ECKERT, executive vice president of the 
Sun Oil Co. from a lifetime of successful sales work 
offers these marketing rules: 

1. Don’t be afraid to try new ways of marketing, 
even though the best advice may be against it. 

2. Never enter a market you are not qualified to 
handle as economically as your competitors. 

3. Do not sacrifice quality for the sake of reducing 
cost. 

Give the public good, but not ostentatious service. 

5. Protect your own markets by competing vigor- 
ously, not by seeking “‘gentlemen’s agreements” or by 
appealing to government. 

6. Keep a sharp watch on your competitor's quality 
and price structure, remembering that you must react 
quickly to any change that puts you at a disadvant- 
age. 

7. Decentralize your organization by giving your 
sales managers full authority over small sales areas. 

8. Settle controversies as soon as possible after they 
arise. 

9. Always play square with your customers, employes 
and competitors. 


Suggestions for Salesmen 
ERNARD LESTER lists the following ten key 


ideas that help make salesmen successful: 

1. Be pleasant, yet serious. 

2. Get down to business quickly. 

3. Choose the best level of approach to meet the man 
you talk to without wearing a “high hat.” 

Adjust yourself to the individual and tune your 
sales appeal to his interests. 

In answering pertinent questions, be frank and 
honest. Admit lack of exact knowledge and get the de- 
sired information as soon as possible. 

6. Exalt both the position and knowledge of your 
prospect. Everyone likes to have his importance recog- 
nized. 

Clinch sales arguments step by step, illustrating, 
selecting and emphasizing their importance according to 
the individual prospect and his problems. 

8. Don’t talk too much. 

Don’t stay too long. Leave the individual anxious 
to see you again. 

10. Express warmth and appreciation, but don’t for 
a minute let the individual think that he is doing you 
a favor by listening.—Memo-randoms. 
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Some New Perfume Plants 


A plant hunter in the Middle East finds and comments 


on some specimens shown to be rich in essential oils 


which may offer interesting possibilities to the industry 


CAPT. ERIC HARDY, F.ZS. 


URING the past two years I have led numerous 
plant-collecting expeditions in Palestine, Syria, 
Transjordan and other countries of the Near East, 
mostly collecting plants for the British Museum, the 
local herbaria, or for the Army’s Middle East Biological 
Scheme, and in an herbarium of over 1000 plants which 
we have amassed for the Jerusalem Naturalists’ Club 
the large number of heavily fragrant plants rich in 
essential oils and perfumes, particularly amongst the 
Labiates that dominate the summer flora of the hills 
with their Teucriums, Marrubiums and Salvias, has sur- 
prised me. In Palestine and Syria in particular the 
summer heat and drought is withstood by many plants 
of the dry limestone mountains because of their felty 
leaves, rich in essential oils, and the cooling effect of 
their fragrance upon the atmosphere around the plant. 
sut hardly any of these plants are exploited for the 
essential oil and perfumery trade on any commercial 
scale. Bedouin arabs use them to make fragrant their 
camel cloth tentage but the exporting manufacturing 
chemists, what few there are in the cost towns, make 
hardly any use of the majority of these rich plants. A 
feature sideline of the manufacturing chemical indus- 
try of the Near East lies in the exploitation of these 
plants for the shortage of supply which still obtains in 
the western countries, 

One of the most highly fragrant of these essential oil 
plants is the hyme-Leaved Savoury, Micromeria sers- 
pyllifolia (M.B.) Boiss., whose tall, powdery grey or 
glaucous stems with their small leaves bear large heads 
of small white flowers with a remarkably strong odour 
like a “deep” peppermint scent. Throughout the whole 
length of summer this scent drenches the great forestry 
of Bab el Wad, the gate to the hills to Jerusalem on 
the road from Jaffa to the capital of Palestine even 
dead plants retain this strong odour and a single speci- 
men will saturate the whole of a plant collection with 
its frangrance, and the hands of he who gathers it. 

In the same Government forestry in Palestine 
where we found this Micromeria so abundant, another 
plant well known to the perfume industry has been 
planted with success beside the main Jaffa road, namely 
bushes of Acacia Farnesiana whose yellow fuzzy balls 
of flowers have the almost overpowering scent. The 
pink or white flowered sage, Salvia palestina, Benth 
is also here in plenty, and over all the central moun- 
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tain range of Palestine, but the hills at Bab el Wad in 
spring, and those above Tiberias on the hillsides at his- 
toric Galilee, can be smelt for miles for the rich scent 
of Acacia longifolia whose bushes droop with the 
weight of their round yellow flowers. Acacia Farnesiana 
is now being planted extensively as a hedging plant for 
the orange orchards on the coastal plain of Palestine 
in lieu of the prickly pear cactus formerly in use: its 
rich scent in spring is often mistaken by visitors for 
the scent of the orange trees themselves. 

Yellow and white mignonettes, Reseda lutea, L. and 
Reseda alba respectively flower freely for most months 
of the year over the hills of the Levantine states, almost 
a weed in their abundance. The Three-Lobed Sage, 
Salvia triloba, L. which we found in plenty on the 
wooded hillside behind the much publicised Jewish 
settlement of Kiryeth Anavim in the hillsides below 
Jerusalem, towards Abu Ghosh of Crusader fame, is 
very fragrant, and grows as much as 2 foot tall; it is 
synonymous with Salvia officinalis of Forsk. Teucrium 
creticum, L., synonymous with Rosmarinifolium, 
Lam., the Cretan Germander, is another of the richly 
fragrant Labiates, this time pink flowered which we 
have found in abundance in the woods at Bab el Wad. 

Salvia graveolens of spring, with tall spikes of yel- 
lowy cream owers, and the yellow shrubby Phlomis 
viscosa, Poir (the “Jerusalem Sage’) of summer, are 
two labiates common over the hills which, however, 
show less richness of perfume than the Micromerias 
and Salvia triloba, although they are not without their 
assets. 

In similar haunts grows another fragrant plant, Ovi- 
ganum syriacum, Siev. (synonymous with O. maru) the 
Hyssop Marjorum. We explored a rocky Arab olive 
orchard beside the railway a mile or two below Jeru- 
salem for many of these useful Labiates, although in 
point of fact they grow over a much wider range on the 
limestone mountains or hills that form the backbone of 
Palestine, and similarly cover most of the mountain 
sides of Syria, Lebanon and Transjordan, and much of 
Turkey. 

In the summer of 1945 I made a fortnight’s survey of 
the flora of the Anti-Lebanon area with anohter botan- 
ist Capt. W. F. W. Harding, as part of the Middle East 
Biological Scheme’s expedition to that area, and in our 
botanical report we recofded 285 species and 11 sub- 
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species of plant, of 69 Families. These included several 
perfume-bearing plants richly endowed with essential 
oils, and usually appreciated only by the native Arab 
herdsmen and Bedouins. But here where most of our 
cultivated plants—herbs, grains, fruitsT and garden flow- 
ers—were selected from the wild flora thousands of 
years ago, lay one of the most fruitful places to search 
for new perfume plants. We found that the land and its 
flora here, as in Transjordania and Palestine, are in- 
tensely grazed by the destructive goat, as well as by 
sheep—even to the summit or snow line of Hermon’s 
9000 ft., and in the summer drought few plants survive 
the ubiquitous goat: this was one of the reasons why 
most of the surving plants during our July-August sur- 
vey were the prickly Centaureas and Rest-Harrows, 
thistles etc or the highly odorous Labiates like the sages, 
Marrubiums and Teucriums with theit thick, woolly, 
distasteful leaves immune from insect pests and graz- 
ing stock because of the essenital oil they contain. 
[These included the yellow flowered Syrian sages, 
Phlomis syriaca, Phlomis orientalis and Salvia syriaca. 


Labeling Must be Good 


LTHOUGH production workers realize that a high 

quality product is necessary for producing sales, 
there is a tendency for them to forget the importance ol 
good labeling on every bottle, can and package. 

To the retailer, who makes his profit on/y by selling 
all of the bottles in stock, the appearance of a few bottles 
with torn or dirty labels can mean money out of his 
pocket. He can return them, of course, an unnecessary 
expense for everybody, or he can leave them on his 
shelves to discredit the brand name, where they can be 
compared with products having good labels. The 
chances of selling even the best product are then greatly 
reduced. 

Plant personnel should realize how much quality of 
labeling affects the final sale of their products, sales 
which would decrease greatly if the retailer decided that 
poorly labeled merchandise occurs too often with a par- 
ticular company and it would be more profitable and 
convenient to push a competitor’s product.—F. King 
Graves. 


Preventive Maintenance 


REVENTIVE maintenance is a phrase plant man- 

agers are tossing around more and more in their dis- 
cussions of ways to keep housekeeping costs to a mini- 
mum. 

At the recent conference sponsored by the American 
Society of Mechanical Engineers and the Society for the 
Advancement of Management speakers recommended 
extensive record keeping by plant managers on lubrica- 
tion, lighting and cleaning programs. They suggested 
periodic replacement of still functioning equipment to 
prevent costly production stoppages because of eventual 
failures. Lighting engineers advised scheduled periodic 
replacement of lamps or fluorescent tubes regardless of 
whether they are burned out, as that can net substantial 
savings in labor costs. The ideas are basically sound and 
are worthy of consideration by all plant engineers. 
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More Sober Packaging 


HE wasting habit applies very much to the present 

situation in packaging reports Jacques Martial. 
According to him the idea of making things look big- 
ger than they really are must be changed to make pack- 
ages as compact and attractive as possible. More sober 
package design is imperative if manufacturers want to 
keep sufficient volume of business for civilian consum- 
ers. 

“Since 75 per cent of consumer products are pack- 
aged items,” Mr. Martial continues, “much thought 
must be given to reducing the amount of cardboard, tin 
and plastic material that goes into the average package. 
Why should it be necessary for the cosmetic and other 
luxury industries to display their products in large plat- 
formed cartons, decorated with lots of foil paper and 
multi-color printing? 

“Some industries will have greater allocations of ma- 
terials for packaging than others. For instance, the 
food industry will be the least affected by restrictions, 
and sufficient materials for packaging will be allocated 
for all food products. 

“There will be some substitution—but it will not 
affect the food packaging people as much as it will the 
cosmetic industry. Nevertheless, it will be wise for the 
food industry to apply conservation methods and to re- 
design its packages and labels to fewer colors in order 
to save labor and power. This can be accomplished by 
simplifying designs as much as possible. 

“In the cosmetics field, let us reduce the present out- 
landish size of display cartons. Let’s make the container 
smaller so that we do not need an eight-ounce bottle to 
hold four ounces of lotion. Let us avoid triple packag- 
ing of the product for display and shipping. The design 
of the package can give a product just as much sales 
attraction in a small container as it can in a large box 
wx bottle.”—Advertising Age. 


Over Extension of Credit 


HE over extension of credit to retail drug stores is a 

serious problem which in fact represents a disservice 
to the retailer. The financial position of the retail drug 
trade is still very sound. There are, however, indications 
of an increase in the number of drug store failures and 
also indications that more and more retailers are failing 
to take their cash discounts. Reasons for this are prob- 
ably many. One, however, that surely can be controlled 
is the over extension of credit to retailers either through 
lax credit policy or the use of advance datings. 

We hear reports from time to time that a few manu- 
facturers are again, through their own sales forces, offer- 
ing extended advance datings to retailers on turnove! 
orders to be shipped through the wholesaler. There 
are two principal reasons why this procedure is not 
sound. In the first place the “selling” of datings too 
often encourages the retailer to over buy. Secondly, the 
offering of a dating to the retailer by the manufacturer 
represents an encroachment in the wholesaler’s field of 
operation. The risk of credit loss is the wholesaler’s. 
He and he alone should and must control it. Credit pol- 
icy should not be influenced by the manufacturer in any 
way.—N. W. D. A. 
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aterial Developments In 1950—II 





number of studies on terpenes have appeared in 

the past year. Pinocarvone which can be easily 

polymerized"* was investigated. Another study 
dealt with the semicarbazones of optically active cis- and 
trans-pinonic acids.°* Optically pure l-camphene has 
been prepared starting with nopylacetate,®* and attempts 
are being made to prepare isofenchoic acid synthet- 
ically.°° Methyl borneol has been prepared by adding 
methyl magnesium grignard to camphor at room tem- 
peratures.** The reaction between beta phellandrene and 
2-naphthyl has been studied. The constitution of carotol 
has been confirmed by the synthesis of 1,7-dimethy]-4-iso- 
propylnaphthalene.®® p-Cymene is formed by the pyroly- 
sis ol carene obtained from Indian turpentine.”’. 

\ study of the product obtained by the addition of 
maleic anhydride to anethole was reported in two pa- 
pers.7':** The addition product between isosafrole and 
cinnamic acid has also been investigated.** Another ar- 
ticle deals with the structure of isosafrole dimer.** The 
catalytic hydrogenation of a number of terpenes was 
subjected to a kinetic study.*® Digeranyl ether has been 
prepared™™* and lavandulol cyclized by heating with 
formic acid.*5" 

Some interesting reviews on terpenes were published 
in the past year. At the first Fritzsche Medal address, 
Simonsen discussed the past and future of terpene 
chemistry.** The stereochemistry of mono and sesqui- 
terpenes and concepts of their configuration were the 
subject of one article.** Another dealt with the diff- 
culties encountered in the study of terpenes because 
of the various molecular rearrangements which they 
undergo during the course of these studies.** An exten- 
sive report on terpenes appeared in a German publica- 
tion.*® A thought-provoking article discusses some of 
the unsolved problems in the field of essential oils and 
terpenes.** 

Much interest has been shown in recent years in the 
elucidation of the structure of various azulenes. Platt- 
ner and co-workers succeeded in synthesizing guaiazu- 
lene using m-cymene as the starting material.*® *! They 
also prepared 5,6-benzazulene and 5,6-tetramethylenea- 
zulene.** Treibs, who also has been active in this field, 
prepared 1,8-trimethylene azulene.** The same auti:or 
obtained guaiazulene by dehydrating patchouli alcohol 
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An informative review of the progress made in essential oils and 
perfumery synthetics. . . . Developments in analytical methods. 


... Patents dealing with the manufacture of perfumery synthetics 


PAUL Z. BEDOUKIAN, Pu.D.* 


and then dehydrogenating the resultant tricyclic sesqui- 
terpenes with selenium.** In his study of the constitu- 
tion of aromandrene obtained from Eucalyptus globu- 
lus, he was able to show its relationship to dimethyl 
isopropyl azulene.*® Others in this field reported the 
synthesis of 2,6-dimethylazulene** and the preparation 
of 5,7-dimethyl-isopropylazulene.** 


Sesquiterpenes 


Evidence of interest in the field of sesquiterpenes is 
shown by the number of recent studies. The structure 
of calameon, an unsaturated ditertiary bicyclic sesqui- 
terpene glycol, was established.** The sesquiterpene 
found in the oleoresin of Hardwickia pinnata was proven 
to be a structural isomer of l-alpha cadinene,*® and the 
structure of acorone and isoacorone obtained from the 
oil of sweet flag was indicated in another study.*° Pre- 
liminary investigations are being made on other sesqui- 
terpene alcohols, namely, shairol,® palustrol,°? curcu- 
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mene,®? and lanceol,®* with a view to the elucidation of 


their structures. Some of the derivatives of cadalene 
have also been studied.® Several derivatives may be 
used for the identification of caryophyllene.** The com- 
pound humulene found in oil of hops has been shown 
to be identical with caryophyllene.* A study has: ap- 
peared on caryophyllenic acid.** A number of deriva- 
tives of zingerone were prepared and their taste proper- 
ties investigated. 10° 

Several reports have been published on farnesol 
which has recently become available from natural 
sources. Farnesal semi-carbazone was cyclized with phos- 
phoric acid to give alpha bicyclofarnesol having a cam- 
phorlike odor. Cyclization with sulfuric acid gave the 
beta isomer’ having a cedarwood odor.'*! On reduction, 
the latter gave beta bicyclofarnesol which has a weak 
cedarwood odor. Farnesylic acid was also subjected to 
similar studies.‘°? A Swiss patent describes the prepara- 
tion of nerolidol and farnesol as obtained from natural 
sources.?°8 





CI(CH,), OH + CH,:;CHCN —— > CL(CH,)) 9O(CH2),CN 
Nal Vv 
CH), 9O(CHz), COOH G——————._ CL (CH) | )0(CH,) ,COOH 
| K,coO _—— 0.Cc H, ——CH, 
2 5 \2 
CH,COC>H (CH2)i9 - 
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Studies on Perfumery Synthetics 


The activity in the field of macrocyclic compounds 
seems to have subsided. One interesting study describes 
the preparation of the lactone of 14-hydroxy-4-oxatetra- 
decanoic acid which is reported to possess an odor simi- 
lar to exaltolide.*°* The same authors have also prepared 
a number of substances related to this oxalactone. There 
are several highly informative articles on the macrocyc- 
lic musk compounds.?®: 106, 107, 108 

Studies on vanillin indicate possible uses other than 
in perfumes or flavors. Pearl discusses the use of vanillic 
acid and its esters as preservatives and sunscreens, and 
on the basis of published investigations suggests various 
vanillic acid esters as replacements for benzoates and 
ethyl vanillate as a sunscreen agent.?°° Similar studies 
have also been made on the esters of syringic and pro- 
tocatechuic acids.*° Both vanillic and protocatechuic 
acids are obtained by alkali fusion of vanillin.14* Ni- 
trovanillin-5 and some derivatives have been pre- 
pared.*#? A recent patent describes the preparation of 
methyl vanillin from opianic acid,4* A procedure is 
given for the oxidation of eugenol into vanillin with 
nitrobenzene, resulting in yields of 80 to 92 per cent. 

Aldehydes have powerful odors and are indispensable 
in giving a lift to many types of perfumes. Several pa- 
pers have appeared on hexenal and its corresponding 
alcohol. It should be recalled that in addition to their 
academic interest, their importance lies mainly in the 
fact that they are the starting materials for the synthe- 
sis of the very valuable violet leaf aldehyde, nonadienal. 
It has been shown that the 3-hexenol derived from green 
tea oil and Japanese peppermint oil is the cis isomer.**5 
Both the cis and trans hexenols have been synthesized 


204 March, 1951 





with a view to preparing nonadienol.’'® Trans hexenol 
is prepared by hydrogenation of 3-hexyl-l-ol.1%7 An in- 
teresting review deals with the isomerism and methods 
of preparation of hexenols and hexenals.*'® 


T 


wo articles describe with the preparation of alde- 


hydes using the Oppenauer oxidation.''*:1*° The latter 
paper reports the preparation of a number of terpene 
aldehydes through oxidation of the corresponding al- 
cohol. Aliphatic aldehydes may be made by boiling the 
corresponding acid chloride with lithium hydride ina 
suitable solvent.1*+ The dimeric and trimeric polymers 


of lauric aldehyde have been obtained by the Stephen 
reduction of lauronitrile.?2? 
mer 


The trimer does not depoly- 
ize conveniently. In a report on the preparation of 


benzaldehyde by the autoxidation of dibenzyl ether, the 
authors gave extensive data on the various factors in- ° 


fluencing the yields.1?* 


Two reviews give the history, 


chemical and physical properties, manufacture, analy- 


sis, 


etc. of hydroxycitronellal'** and amyl cinnamic al- 


dehyde.1*5 
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WHAT THE 


RETAIL BUYERS REPORT 


Untrained Demonstrators and Too Many 
Half Price Sales Cut Chicago Trade 


JEAN MOWAT 

Chicago—Cosmetic manufacturers 
ers may expect to pay high excess 
profit taxes with the increased new 
customers who are now flocking to 
counters throughout the Middle 
West to purchase the alluring mer- 
chandise featured in consumer 
publications. 

But—there will be no excess prof- 
its to pay unless the makers of treat- 
ment lines perfume of all types, and 
hair preparations have well  in- 
formed personnel to present these 
to the sales people. “There has been 
too much accent placed on the man- 
ufacturer’s representative,” said a 
State Street buyer, “and not enough 
on what she should know about 
competitive lines. Why should she 
not be able to service a customer 
instead of saying the XY item is not 
carried? In fact, if the merchandiser 
would permit I would keep the girls 
who do know their own stock and 
give them a flat salary, plus com- 
mission, to sell the entire line of 
cosmetics we carry. A manufactur- 
er’'s agent can come from time to 
time to act as a spur for the selling, 
but we want all of the lines we 
carry so well presented that the 
saleswoman knows more about the 
product than the woman who buys 
it. 

State Street buyers are not the 
only gripers, for the same story is 
repeated throughout the entire 
area. Then there is the other side 
of the question: One or two of the 
largest stores in the area bounded 
by Kansas City-St. Louis-Omaha 
on the West and Chicago-Detroit 
on the East, feel that money is saved 
by the department when these sales- 
women are paid directly by the 
maker of the product. Yet try and 
find out where any other line ts car- 
ried and one is either shown a su- 
perior (?) product which the woman 
represents or given a frosty look and 

‘Don’t carry it, sorry.” The com- 
peting line generally can be found 
only one counter away. 

Manufacturers have been com- 
plaining to buyers that the returns 
from the half price sales are satis- 
factory, but why aren't all-year sales 
good? Any woman could tell him, 
for he has educated his customer to 
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Cleansing creams, colognes, 


| ers. 


expect, wait for, and cover her 
needs for six months when these 
sales are held. 


“This education has been so suc- 
cessfully done,” said a St. Louis 
buyer, “that women now know 
when the products will be offered. 
It is well we get these on consign- 
ment for after the sale we do little 
business for another six months.” 

With the half price season now 
important in every store and on ev- 
ery counter and bargain square sev- 
eral buyers in the Middle West have 
come up with a good idea. Limit the 
sale of any such item to ONE 
WEEK ONLY and make this as im- 
perative an order for drug stores in 
neighborhoods as for the metropoli- 
tan store. 

This idea, it is conceded by sev- 
eral buyers, would end some of the 
abuses, for today any smaller store 
that has this merchandise left over 
from the designated time of sale 
continues to sell it at the half-price; 
so that instead of a month it may 
easily extend into two. 


Across the Middle West 


Perfumes were not half-priced. 
bubble 
bath, soap, hand cream, shampoos 
were offered in Indianapolis, and St. 
Paul, with hormone creams at half 
price in that city. St. Louis stores 
were also sponsors of the half pric- 
Hudson’s beauty show featured 
six different lines and added hand 
care as an extra morning feature. 
Milwaukee suggested the purse vial 
for a fine gift. Duluth was also on a 
half price program. 

Weather is always important as it 
reflects in the cosmetic section. 
When you read this, spring will 
have come to Kansas City, where 
perfumes and colognes have been 
leaders in current selling, and to 
St. Louis, Indianapolis and Des 
Moines so that fragrances and deo- 
dorants are again featured. Home 
permanents are steady in sale with 
few new customers but many repeats. 

For brides, the “something new’ 
featured by Chas. A. Stevens & Co., 
Chicago, is Gold Satin in cologne 
and perfume and “was designed to 
accent dynamic beauty.” 

The new hair tints are given wide 


presentation 


Bill for repeal of Colorado liq- 
vor fair trade law is likely to 
have repercussions for other 
industries. 


Valentine sales show that gift 
customers are more brand con- 
scious. 


Indelible lipsticks are the big 
item in several areas. 





in all major Middle 
West stores and the sales returns are 


satisfactory. Glass Block has been 
strong on this idea, also Famous 
Barr, St. Louis. And shampoo 


creams and lotions are also being 
pushed. The hormone type treat- 
ment items in such stores as Block’s, 
and Ayres, Indianapolis, are fea- 
tured several brand-names and Chi- 
cago stores stress these. The presen- 
tation gives a pretty good hint that 


regardless of various allergies at- 
tributed to these promotion will 


continue. 

Kansas City stores and others in 
that area featured the “round the 
clock” theme for spot skin treat- 
ment. With each store offering what 
it considers tops in the treatment 
line many of the well known lines 
are giving stores a chance to cash 
in on the name of the maker with 
an offering of specific creams for cer- 
tain uses. 

Chicago’s Carson Pirie Scott & 
Co., made an initial presentation of 
the new lipstick that leaves no trail. 
It will be interesting to check on 
the sales results, for this type of idea 
has been tried before. The com- 
plaint has been that the stick is dry- 
ing and leaves lips chapped. Foun- 
dation creams and perfumes are 
generally good sellers, the latter for 
Easter which should up the smart 
packages, which women insist be 
opened. 


Selling Perfume Samples 


The perfume-packet offered by a 
leading store in the Middle West 
credited the idea to Harper’s Ba- 
zaar. Fine, they read it in this col- 
umn a couple of years ago and fi- 
nally the maker got the idea. The 
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Are the ceilings pinching? With prices for imported 


oils rising it is still possible to reduce costs with: 


SYNFLEUR’S 
Bergamotte Artificial, Series AB 
Geranium Artificial, Series AB 
Lemon Artificial, Series AB 
Patchouly Artificial, Series AB 
Vetivert Artificial, Series AB 


We can supply items in any of the series listed above 
specifically designed for use in either perfumes, 


powders, creams or soap. 


Yes, since 1889, Synfleur has been serving, and sav- 
ing money for, the American cosmetic industry. Now, 


in another difficult period SYNFLEUR RESEARCH is 
ready. 


Turn to 
Experience 


for Saving 


Syntleur ‘Scientific Jabor alories, Ine _M onticello, NV. Y. 


FOUNDED 1889 BY ALOIS VON ISAKOVICS 


ATLANTA + DETROIT * NEW YORK + HAVANA *+ RIO DE JANEIRO + MEXICO, D. F. 


CHICAGO . MELBOURNE * BURMA * HONG KONG ° BOGOTA “ SAN JOSE 
CIUDAD TRUJILLO * GUAYAQUIL * GUATEMALA CITY . CALCUTTA * WELLINGTON 
MANAGUA « PANAMA . ASUNCION . MANILA * SAN SALVADOR * MONTEVIDEO 


206 March, 1951 


The American Perfumer 





packet held two of 12 well known 
perfumes and sold at $1.00. Need- 
less to say the idea was a whiz. The 
sample idea is the basis for a new 
sales campaign for selling two or 
three fragrances in the same box. 


New Sales Approach 

The Rubinstein 
theme may easily 
rent picture of 


pay-as-you-go 
change the cur- 
cosmetic selling. 
What to use, when, is a question 
every woman wants to have an- 
swered. A Chicago salon has 60 
housewives and career girls in its 
studio each week to learn how to 
apply cosmetics and the effects of 
different types. These women re- 
ceive six hours of individual in- 
struction on how to apply the right 
make-up, from how to cleanse the 
skin and neck, to the last sweep of 
the eye-brow pencil. 


Intelligent Selling Needed 


When the Rubinstein idea was of- 


fered one could order it by mail 
but few women know their skin 
type. Intelligent and well trained 


selling is imperative if the woman is 
to know how to use the 15 or 16 
items included in this unit sale with 
11 months to pay the grand total. 


Deodorant Sales Increasing 


The reason for increased deodor- 
ant sales is said to be the current 


ease of application. One doesn’t 
have to wait 15 minutes for it to 
dry to insure protection. Creams, 


sticks, and sprays give one a wide 
choice of application. The colder 
the area, the more selling attention 
is given to this product. Brandeis’s, 
Omaha, suggests one buy the larger 
size and G ‘lass Block, Duluth, fea- 
tures the idea in soap. In one of the 
outstanding beauty salons of the 
country, where career classes are 
held four times a week, not a word 
about the use of deodorants is made, 
yet this house puts out one of the 
best on the market. Its use in sum- 
mer is recognized, but its use in 
winter is overlooked, for if ever it is 
needed it is then, with rooms closed 
and body odors usually very heavy 
on the air. 

If there were as much advertising 
given to the deodorants as 15 stores 
gave to hand lotions, it would be a 
blessing. If one’s hands chap one 
does something about it—immedi- 
ately, Often others are cons¢ ious of 
the lack of deodorant and the guilty 
one goes free. So assert personnel 
directors, who now use slides to 
bring this idea to the person with- 
out stepping on his personal idea of 
vanity-cleanliness. 

Some bright 


and idea-minded 
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maker will come out with a 2-for-]l 
sale in which a deodorant and a 
cologne are combined and make this 
for men as well as women, and the 
athletic men are by far the worst 


| offenders! So see that it gets into the 


men’s section together with the 
shaving lotions, etc. 

A number of buyers throughout 
this area complain that plastic con- 


tainers, regardless of content, are 


dust catchers on the counter or in a 
case where there is the usual city 
dust. Few of these are cleaned with 
soap and water and when dusted 
take on a grimy look. The woman 
at home will, and usually does, ap- 
ply soap and water but in the stores 


this type of housekeeping is almost 


impossible. Dusting help is all that 
is available and the girls themselves 
usually do this. 


High Prices Likely to Hamper Fair Trade, 
Why Perfumes Stop Selling 


DON COWLING 


Los Angeles—With the prospect 
of softening of controls on prices 
in retail merchandising toiletries 
buyers are beginning to wonder 
about the stability of fair trade 
laws. Last month the Denver Post 
carried a banner headline that in 
the state legislature a bill was being 
prepared to rescind fair trade con- 
trols on wines and liquors. Seems 
that the distillers, with selling prices 
to consumers of liquor going sub- 
stantially up to cover increased taxes 
on firewater, fear the competition 
of cheap wines. Briefly, the appeal 
is that the maintenance of fair trade 
laws, with the corresponding higher 
prices, will promote temperance. 
That statement seemed to inflame 
certain legislators, who wondered 
out loud if distillers were really sin- 
cere in wishing to promote temper- 
ance through curtailment of their 
sales, or whether their backing of 
the maintenance of fair trade was 
impelled by a hope of eliminating 
the threat of cut price competition. 


More Pressure 


Toiletries being what they are, 
such an angle is not likely to carry 
much weight in this field, but with 
the bars once down we may be sure 
that increased pressure will be 
brought by potential cut raters in all 
fields who thrive on price appeal. 


Buyers Not Decided 


During the three days we were in 
Denver toiletries buyers for all but 
one of the department stores were 
in New York, and the one who had 
returned from her Eastern buying 
trip the day before our arrival was 
so enmeshed with Mahogany Row 
conferences and post inventory con- 
fusion that she had no opinion on 
the pending question. But we pre- 


| dict that you'll see some action along 


ers become acutely 


fair trade in this field before long. 
Here Today 


This is the time of year when buy- 
aware that cer- 
tain perfumes on which they have 


depended for a share of their vol- 
ume have begun to slip. What 
causes that slip? If only we knew. 


Perfume Not Changed 


The perfume that has been so pop- 
ular is the same. While many 
women who have used and loved it 
have tired of it, thousands more who 
would likewise love it have never 
even sniffed it. At Zion Co-Oper- 
ative, Salt Lake City’s leading de- 
partment store, the buyer mentioned 
casually that she was closing out of 
her stock three perfumes that two 
and three years ago, were selling in 
substantial volume in her section. 
We got her to name them. And sure 
enough, they were the same that 
other buyers elsewhere along the ter- 
ritory had told us, on this annual 
post-inventory trip, were marked for 
elimination. 


More Merchandising 


We suspect that the answer lies 
in merchandising. Perfumers must 
sell every prospect several perfumes, 
buyers tell us. If a woman had only 
one dress, and wore it all the time, 
shopping, marketing, to bridge par- 
ties, and to the country club dance, 
how long would it be before she 
tired of it and discarded it? And yet 
several perfumes in a multiple unit 
package is not the answer, as any 
buyer will tell us. We are coming 
again into an era of perfumes. High 
prices and high wages bring perfume 
sales up. Mz aybe this time ‘somebody 
will come up with the answer. 


What Do They Buy? 


Earl Hardage, first floor merchan- 
dise manager of the Popular Dry 
Goods Co., El Paso, Texas, has been 
in toiletries since 1911—40 years 
now. He told us last week that so 
far as he can see people today buy 
newsprint. “Toiletries selling has 
changed,” he said. “Today if you 


| advertise it enough you'll sell it.” He 


didn’t mention anything else. 
buy newsprint,” he said. 


“They 
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Stay-On Solid and Liquid Lipsticks 
in Heavy Demand 


MARY LINN WHITE 


Cincinnati—The new stay-on lip- 
sticks are the hottest thing in 
town. One cosmetic department 
head told that for the first time in 
his experience he had seen a line 
all day long at one counter, and 
they were all women waiting to buy 
Helena Rubinstein’s new indelible 
lipstick (Shillito) which had been 
advertised in page ads the day be- 
fore. Every store in town which car- 
ried Rubinstein’s new stick, or 
Lenthéric’s or Frances Denney’s re- 
ported rushing business with it. 

Stores which had carried Princess 
Pat’s Liquid Liptone (which for my 
money is an ae indelible liq- 
uid lip color in spite of the drying, 
tingling sensation it produces on 
the lips) report that without adver- 
tising there’s a constant demand of 
repeat customers for the product. 
This reveals, along with the imme- 
diate success of the new sticks, the 
long-unfulfilled desire of women for 
non-smear, non-wear-off lipsticks. 
The fact that these new ones feel no 
different on the lips from the usual 
wax lipstick is a strong point in 
their favor. True reds are the most 
favored colors on reorders here. 

The lipstick sales, along with 
booming reduced-price events on 
hand creams, lotions and treatments, 


resulted in better-than-190 sales 
records for practically every cos- 
metic counter in town. No one 


could account for it. “We did five 
times as much business with Harriet 


Hubbard Ayer’s hand cream with the 
same promotion,” said one buyer. 
General acceptance of hormone 
treatments is indicated in the record 
sales of Rubinstein’s Hormone 
Twins. Dorothy Gray’s creams were 
a sell-out; Tussy was tremendous, 
etc, 
Sales From Display Alone 

War news accounted for scare 
buying of tissues (both bathroom 
and facial) and soaps (some stores 
were sold out completely), but one 
store reported (McAlpin’s) — that 
the mere placing of a large Chen-Yu 
display had resulted in gratifying 
sales. The line is new to that outlet. 

Advertising paid off, however, for 
things like Tintair, which went well 
—but did Blensol, the color 
shampoo, another proof that women 
here like anything for the hair. 
There’s a steady demand for Hair- 
a the color-carrying tempo- 
rary cream tint for the hair. 

Page ads in color were planned 


so 


| (Shillito) entirely on perfumes and 


colognes as Valentine gifts, though 
most stores planned little in the way 
of display or advertising for Feb. 14 
sales. 

Promotions coming up which are 
expected to pay well are a color 
rinse-cosmetic coordination demon- 
stration for Helena Rubinstein by 
Wayne Hutchinson (Shillito), a visit 
from Rose Laird (Shillito), and an 
Antoine powder-mixing demonstra- 
tion (Shillito and Mabley and 
Carew). 


Indelible Lipstick and New Nail Polishes 
Sell Well in New Orleans 


LEE MCKENNON 

New Orleans—Buyers here report 
a better month than they experi- 
enced this time last year. Treatments 
sold very well, as did perfumes. 
Several buyers were agreeably sur- 
prised at the cologne sales and most 
of them commented on how popu- 
lar stick and solid colognes are. The 
demand for the latter growing 
daily. 

Helena Rubinstein’s indelible 
lipstick promotion has the buyers’ 
enthusiastic praise as it is pulling 
excellently. One buyer mourned that 
the local advertising ran on a Sun- 
day and she didn’t receive her new 
lipstick stock until Thursday. She 
thought the delay might have been 
due to the rail strike, but whatever 
the cause, she was in a spot as the 
Sunday ad produced droves of cus- 
tomers. Fortunately her salesgirls | 
did a brisk business on other items 


1S 
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| and now that her lipstick has ar- 


The feel- 
“indelible’’ and 


rived, it is selling very well. 
ing is that the words 
“creamy” combined intrigue the 
customers. The plastic revolving 
chart, displaying the various shades, 

is also highly interesting to women. 

Elizabeth Arden’s electric patter, 
reduced from $10 to $7.50 to $5.00 
to $2.95 is going very well here. It 
helps sell her cream, but enjoys a 
brisk sale in its own right, several 
customers buying it to use for foot 
massage. One buyer commented 
that the patter seemed to sell as well 
at $10 as it does at the reduced 
prices, however this observation was 
not general. 

Revion’s new shades in nail 
enamel and lipstick at higher prices 
is moving rapidly. The buyers say 
they and the customer like the dif- 
ferent packaging for the new shades 
—helps the sales girls segregate the 





higher priced items and attracts the 
eye of the purchaser. The luscious 
names delight women, it seems, but 


| the matching enamel and lipstick in 


a new color is the high selling point. 
One buyer says she has two light 
orange shades in Revlon that have 


| no matching lipstick and she feels 


this should be corrected, since cus- 
tomers invariably like to buy lip- 
stick and polish to match. 

Coty’s $2.00 valentine perfume 
was not moving well the first of Feb- 
ruary. The buyer hoped it would 
pick up nearer February 14. Coty’s 
around-the-clock finishing — lotion 
with its attached make-up had not 
caught on quite as well as the buy- 
ers felt it should. The idea is sound, 


they think, and should move the 
item. 
DuBarry’s Dainty Dry deodorant 


goes very well due, the buyers feel, 
to its neat convenient plastic top 
with tiny holes which permit the 
user to avoid messy applicators. 
One_ buyer complained that she 
couldn't seem to get DuBarry’s deo- 
dorant in the plastic squeeze bottle 
—had it on order but no delivery— 
and this squeeze bottle was one of 
her best sellers when it was in stock. 

Tip-On nail polish sales have 
slacked off some but people still buy 
it, especially for traveling and it is 
felt that vacation time will bring a 
renewed demand for this uniquely 
packed item. 


Gift Customers More 


Brand Conscious 
JEAN ROBERTS 


Dallas—Since this was the month 
of Valentine’s Day, emphasis in 
all cosmetic departments was on 
gifts suitable for that occasion. Gift 
packages with Valentine wraps did 
a rushing business most of the 
month. 

Most department heads believe 
that this year there was more inter- 
est in the factory wrapped article. 
Purchasers seemed more interested 
in how the package looked than in 
its contents. Most clerks believed 
that there was no more price con- 
sciousness this year than last since 
gifts covered a wide range in cost. 

We did find one change, how- 
ever. In a survey of clerks in depart- 
ment stores, the concensus seemed 
to be that men were becoming more 


| and more conscious of brand names. 


| 


Whereas several years ago most of 
the would ask the clerk’s advice as 
to what to give his lady, this year a 
vast majority of them knew what 
essence they wanted when they came 
into the store. 

In Dallas most requests in both 
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Smart shoppers choose smartly dressed 
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products. Dress your product in crystal clear 
Maryland Glass. It’s easy... and economi- 
cal, too. A wide variety of smart, graceful 
designs in a complete range of sizes is 
always carried in stock for your convenience 


... ready for immediate shipment. Or, we'll 


See ee 


create a distinctive design for your exclusive 


use. Just drop us a line and tell us the 
FLUTED OVAL 
nature of your product and the sizes in 


which you pack it. We'll send samples and 
prices. Naturally, there is no obligation. 
MARYLAND GLASS CORPORATION 


BALTIMORE 30, MARYLAND 
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theres more lo a 
than mects the nose 


In the development of the lovely fragrance suggestive of Nature's 

garden, many floral notes are blended, although not individually apparent to 
the nose. The perfumer’s task is made easier and his 

compounding more original by the judicious use of Givaudan’s floral 


specialties built around the fresh odor of 


HYACINTH 


The pleasant green-floral character of this lingering note has 
a stimulating piquancy which lends itself particularly well for use in 
modern bouquets and in floral harmonies with 


rose, sweet pea, lilac, gardenia, narcissus, as exemplified by 


Jacinthone—an excellent modern realization of the flower odor, 


fresh and tenacious 
Jacinthe Fleurs—the typical hyacinth greenness at its best 


Jacinthe Extraits—a less expensive variation for use in 


toilet waters and cosmetics. 


Greater Distinction th rough 
ivaudan-| )elawanna. 
Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia * Boston « Cincinnati « Detroit « Chicago + Seattle « Los Angeles ¢ Montreal « Toronto 
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(ESTERS 


Products subject to deterioration 
through bacterial and fungal action— 
cosmetics and creams, pharmaceuticals 
and pastes—need “purity insurance” to 
maintain sales preference and prestige. 
Heyden PARASEPTS have proven 
themselves reliable allies of industry 
and research in preventing spoilage of 


RASEP TS. 


ee ACID) 


products containing oils, fats, gums or 
carbohydrates—through effective pres- 
ervation that means permanent protec- 
tion of quality. 

Five PARASEPTS are listed here. 
They are available in technical as well 
as purified grades. Shipped in 100, 50, 
and 25-lb. fiber drums. 


Technical information and samples supplied upon request. 


HEYDEN-CHEMICAL CORPORATION « 393 Seventh Ave., New York 1, N.Y. 





CHICAGO + PHILADELPHIA « SAN FRANCISCO « DETROIT « PROVIDENCE 


SERVING INDUSTRY THROUGH FINER CHEMICALS 


METHYL PARASEPT 
(Methylparaben U.S.P.) 


ETHYL PARASEPT 


PROPYL PARASEPT 
(Propylparaben U.S.P.) 


BUTYL PARASEPT 
BENZYL PARASEPT 
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colognes and perfumes at this sea- 
son are for light odors. Clerks also 
report that men buy perfume more 
than anything else. In the Valentine 
season, colognes, dusting powders, 
sachets and the like take a back seat. 
Clerks in the chain drugs, on the 
other hand, found most of their 
male customers seeking advice as to 
odor. But here even more, they leaned 
to the already-wrapped pack: ges on 
the counter that had eye appeal. 
This has been a month when 
many factory represe ntatives have 
been in Dallas demonstrating vari- 
ous products. Neiman- Marcus had 
one from the Elizabeth Arden salon 


showing a beauty cream. 


Beauty aids such as creams, lo- 
tions and bases were given a special 
promotion at A. Harris & Co. with 
ad and counter displays. Sanger 
Bros. concentrated most emphasis 
on Valentine gifts but report a brisk 
business throughout the department. 

Despite a paralizing ice storm 
which practically immobilized the 
city, the cosmetic counters were 
busy—one of the few places in the 
store where people were seen. Could 


have been the influence of Valen- 
tine’s | Day. Clerks report hard 
weather lotions sold well, too . . . as 


well as cream lip protectors for men. 


High Costs and Cold Weather Cut 
Buying in Buffalo 


MAGGIE FLEMMING 


Buffalo—Toiletries buying in 
Buffalo is momentarily in a slump, 
construed to be the combined result 
of excessive cold weather and peo- 
ple’s resentment at the governmental 
freeze on excessive prices. People 
are buying nothing ahead except 
facial and toilet tissues. Staple cos- 
metic items are being purchased only 
as needed. 

Outstanding item of the month 
has been Helena Rubinstein’s Stay- 
Long $1.00 lipstick. It was enjoying 
phenomenal success at J. N. Adams, 
where it was also discovered that 
solid colognes are responsible for 


more than three-fifths of all co- 
logne sales made. Hair tints, rinses 
and miscellaneous hair items con- 


tinue to do their solid volume here, 
with chignons at $6.95 gaining in 
popularity week by week. 

The increasing emphasis on eyes 
during this past year has done much 
to boost the monthly sale of eye cos- 
metics at J.N’s. Another group ol 
items doing far better here this year 
than was notched up for the same 
period last year is the name-brand 
“specials” —such as the reduced price 
sales on Tussy’s cleansing creams, 
Harriet Hubbard Ayers hand cream, 
Rubinstein’s hormone twins and 
Dorothy Gray’s dry skin mixture. 

These same “specials” were pur- 
chased with equal enthusiasm at 


the Wm. Hengerer Co., along with 
a Milkmaid special combining hor- 
mone cream and a new colored liq- 
uid foundation with hormones at 
$2.50 for the two, instead of the reg- 
ular $4.50—plus a Revlon special of- 
fering their Aquamarine lotion and 
soap for the price of the lotion. 

Leaders at Hengerer’s in the reg- 
ular priced merchandise were Ru- 
binstein’s Stay-Long lipstick .and 
Tintair, whose special promotion 
this month produced spectacular 
sales. Another hair item here that 
has been well received is Hairmone, 
the hair cosmetic whose estrogenic 
hormones seem to prove most ef- 
fective for conditioning hair brittled 
by over-bleaching or over-permanent- 
ing. 

At Flint & Kent, Arden’s Firm-A- 
Lift promotion and her moisture 
cream were proving top favorites, 
and Valentine gift buying seemed to 
be predominantly centered around 


the Arden counter. Facial tissues 
and toilet paper, "always steady 
here, were on the “accelerated” list, 
and Rubinstein’s Stay-Long _lip- 
stick was moving like lightning— 


with Hazel Bishop’s indelible lip- 
stick proving an even match for it 
in popularity. Revlon’s new colors 
were creating quite a buying flurry, 
and Herb Farm Shop was proving a 
solid favorite in the inexpensive-but- 
delightful bracket. 


Hair Dyes Gain Users, Pittsburgh Girls Stop 
Using Nail Polish 


LENORE BRUNDAGE 

Pittshurgh—Biggest single attrac- 

tion in this territory continues to be 
“anything for the hair.” 

Hair coloring via home methods 
has a tremendous interest. During 
the past few months many new 
items in this line have been intro- 
duced. They are snapped up by 
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color-hungry women who are (it ap- 
pears) eager and willing to change 
the shade of their locks. 

An interesting side-light on the 
hair coloring business has_ been 
noted. Men are filtering in to buy 
these products for themselves and 
we have it on reliable authority that 


| a few beauty shops have recently 





taken on male customers—but this 
is all in the very hush-hush stage. 

If more pointed promotion to the 
masculine customer could be made 
on good home products, there is un- 


doubtedly an excellent field here for 


some up-and-coming hair tinting 
firms. 
Following this same trend in 


thinking, we have talked with some 
here in the cosmetic business who 
feel more sales to men could be 
made in deodorants. “But,” they ask, 
“what sort of sales technique should 
be developed to get these cus- 
tomers: 

That's to be answered by someone 
experienced in promotion, but it 
would undoubtedly have to be a dif- 
ferent line from that used to catch 
the eye of the feminine user. 

Several months ago we reported 
having noticed that girls in this area 
are not using nail polish as exten- 
sively as they once did. This obser- 

vation is still true. 

We have made a “survey of sorts” 
simply by asking many girls why 
they no longer use polish. Answers 
vary, but the concensus seems to be 
they're “just disinterested.” Young 
girls in the ‘teen age group have lit- 
tle interest in extremely bright pol- 
ish, although they like bright lip- 
stick. Office girls have said their nails 
“needed a rest from polish,” or that 
polish chips off so easily they wear 
it only when dressing to go out. 

We have no constructive word to 
add on why girls have lost interest 
in nail polish—but it’s quite evident 
that if enough of them leave it off 
the polish business is bound to no- 
tice the trend—in loss of dollars. 


Georgia Sales Tax to Cause 


Advance Buying 
MAYNITA GERRY 

Atlanta—Just what effect the 
three percent sales tax, passed last 
month by the Georgia legislature to 
become effective April Ist will have 
on the cosmetic trade in Atlanta is 
at this point and a moot question. 

However, as one local cosmetic 
department head pointed out, hu- 
man nature being what it is, it more 
or less stands to reason they can ex- 
pect some advance buying of cos- 
metics up until April 1, a re-stocking 
generally of essential items, and per- 
haps a general decline of sales for 
the first two or three weeks after the 
sales tax goes into effect, but by May 
Ist things should be back about to 
normal. 

Easter, which comes early this 
year, is expected to further acceler- 
ate cosmetic buying, which together 
with the advent of the sales tax, 
should put cosmetics into one of the 
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Soapless, Neutral and Acid Emulsions 
Tegacid .... Tested .. Trusted... 


Anti-perspirant-deodorant cream problems? 


Tegin ...... 


Tegin P.... 


Tegin 5I5.. 


Glyceryl Monostearate — Acid Emulsifying. For all 
greaseless, medicated formulations, anti-perspirant- 
deodorant creams, lotions and ointments. 


Glyceryl Monostearate — Self Emulsifying. For 
neutral greaseless creams, lotions, ointments, sun- 
tan creams. ; 


Propylene Glycol Monostearate—Self Emulsifying. 
For greaseless creams—brushless shave, founda- 
tion, suntan: lotions—foundation, suntan, cosmetic 
stockings: ointments. 


Glyceryl Monostearate — Non Self-Emulsifying. 
Used in conjunction with other auxiliary emulsi- 
fiers. 


LANOLIN ABSORPTION BASES PRESERVATIVES 
PROTEGIN X—For Nite Creams and Ointments. Esters of Parahydroxybenzoic Acid 


1ISO-LAN—For Creams, Lotions and Ointments. 


BUTYL TEGOSEPT BENZYL TEGOSEPT 
ANTIOXIDANTS 


PROPYL GALLATE ETHYL GALLATE 
Inhibit Ranecidity, Preserve Flaver in Edible Fats 


Complete Technical Data on Request 


GOLDSCHMIDT 


CHEMICAL CORPORATION. 
153 Waverly Place, New York 14, N.Y. 
SERVING INDUSTRY FOR A QUARTER CENTURY 
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upper store income brackets 
act as a good shock absorber for the 
dull season if it arrives. 

In the meantime business has run 
pretty true to form, with a sharp de- 
cline just after Christmas, followed 
by a slow but steady pickup, cul- 
minating with Valentines, when 
fragrances hit a noteworthy stride 


again. Although Atlanta is rather 


perfume conscious as a whole, it has 
been observed that the male cus- 
tomer, especially if he is taking his 
first faltering steps in this direction, 
shows a marked preference for 
Chanel 5. This is interpreted locally 
as an indication that Chanel 5 is 
profiting well from a diversified ad- 
vertising campaign and that some of 
the other pertumers would be smart 


Technical 


Occurrence and Replenishment 
of Fat on the Skin in Normal In- 
dividuals. Ibid., 262-9. Ill. A 
Method for Determining the Un- 
saponifiable Matter in Lipide 
Samples of Less than one Milli- 
gram Ibid. 375-82.- -The sample is 
pli iced in an ampul of 2-cc. capacity, 
0.4 cc, of 10% KOH in MeOH is 
added, and the ampul is sealed and 
heated 30 min. at 80°. The ampul is 
opened, the MeOH is evapd., | ce. 
of water and exactly | cc. of petr. 
ether are added, the ampul is sealed 
and heated to 80° for 30 min. with 
shaking then the ampulis placed in 
a centrifuge and spun 30 min. It is 
then carefully opened and exactly 
0.5 or 0.75 cc of the clear petr. ether 
soln. is taken out and evapd. The 
residue from this evapn. is weighted, 
or the C is detd. by the gasometric 
method of Van Slyke, et. al. (C. A. 28, 
991). LV. Composition of the Lip- 
ides on the Skin of Normal In- 
dividuals Ibid. 383—96.—Method of 
analysis are described. Lipides 
washed from the skin of 19 subjects 
with Et,O contained about 50% of 
triglycerides and probably 10-20% 
of esters of higher alcs. Very small 
amts. of phosphatides and choles- 
terol were present. The remainder 
consisted of free fat acids. 


Hydrogen-Ion Concentration 
and Acid Content of Sweat of 
Surgical Patients, Bruno Karitzky, 
Sie ofr ied Raabe, and Ilse Ugi, Arch. 
Klin, Chir. 263, 245-60, 1949. The 
acid and base content and pH of 
sweat were detd. in 6 normal persons 
and 40 surgical cases. The spontane- 
ous sweat of surgical patients had a 
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to take the hint. 
Strange as it seems, the general 


increase in prices, which started | 


late last fall has not apparently 
caused any decline in sales, al- 
though its effects might be delayed 
and show up instead in return buy- 
ing, something that remains to be 
seen, since it’s a little early yet to be 
anything more than apprehensive. 

Furthermore there has been very 
little if any scare buying certainly 
none that is attributable to the war 
situation, although departments are 
watching this trend closely, espe- 
cially in imported perfumes. 

Hair preparations are holding 
their own in Atlanta, which means 
that they have been moving at a 
good, steady pace and Tintair’ S 


Abstracts 





higher electrolyte content and a 
lower pH than the normal heat per- 
spiration. The pH curve of spon- 
taneous sweat was dependent on the 
intensity of the sweating process and 
started at 3.5-4.0, increasing during 
the sweating to 6.5. The total acid 
and base excretion were related to 
the metabolic state of the organism. 
Perspiration after operation and 
during the night had a high acid 
content and in some cases more acid 
was excreted by sweating one hr. 
than in the 24-hr. urine. Sudden in- 
crease from an acid to an alk. pH 
during the sweating and a high base 
content were characteristic of sweat 
before suffocation or death. The 
healing effect of sweating in patients 
was related to its action in destroy- 
ing and excreting metabolic prod- 
ucts of the organism. (Thru C. A. 44, 
1996, 1950). 


Allergy and Rosin (Thru J.A. 
M.A. 143, 1222, 1950). To the Editor 
—Av iolinist has been advised by her 
physician to discontinue the study 
of violin because she is allergic to 
rosin. This is a great disappointme nt 
to her. Is there a synthetic rosin? 
Ronald Faulkner, Fredericksburg, 
Va. 

Answer—By no means should a vio- 
linist retire from musical pursuits 
because of an alleged sensitivity to 
rosin. Rosin allergy is so rare as to 
require further study for confirma- 
tion. There are many fossil resins, 
such as dammar, batu and some 
grandes of copals, that might prove 
to be acceptable substitutes. Elemi 
should be avoided, as it is too tacky. 
Further, some synthetic resins, in- 








American brown seems to be the 
favorite shade of hairtint here. Chi- 
gnons now being stocked by at least 
one cosmetic department have found 
a ready acceptance, having  suc- 
ceeded canasta as a favorite topic 


of conversation among women. 


Then there are the indelible lip- 
sticks which have caused quite a 
flurry, particularly Helena Rubin- 
stein’s stay-long, and great things 
are expected of Harriet Hubbard 
Ayer’s Mint Rose lipstick, flavored 
with mint. 

An unseasonably cold winter has 
kept skin lotions, hand condiments 
and cremes selling at a swift pace. 
Local cosmetic departments report 
favorably on the year-round use of 
deodorants down this way, too. 


cluding some bakelites are promis- 
ing substitutes, and they should be 
investigated. It is assumed that the 
offending rosin is that applied to 
bows, but on some old violins rosin 
may have been a constituent of the 
wood coating. While this violinist 
certainly may escape rosin offense 
from her own instrument, it does’ 
not follow that she may be able to 
escape damage from nearby orches- 
tra violinists ‘employing the regular 
form of rosin. 


Shaving Aid, 1,869,057, Wal- 
ter C. Gatton, Seattle, Wash. Filed 
March 6, 1929. Serial No. 344,924. 
1 claim (Cl. 87-5.) A method for pre- 
paring human hair for shaving 
which comprises the step of apply- 
ing to the hair, prior to the appli- 
cation of a shaving soap, an aque- 
ous solution containing one-half to 
one per cent of a hydrolyzable al- 
kali metal salt chosen from the 
group consisting of sodium and po- 
tassium borate and carbonate. 


A Comparative Study of Ore- 
gon and Washington Peppermint 
Oils, Edward Krupski and Louis 
Fischer (J. Am. Pharm. Assoc. 39, 
133, 1950) A study of three types 
of peppermint oil found in the 
Pacific Northwest was made to de- 
termine the cause of the unusual 
characteristics of peppermint oil 
produced in eastern Washington. 
These were fractionally distilled 
and a strongly dextrorotatory sub- 
stance was found to be more pre- 
dominant in the eastern Washing- 
ton oil, which accounted for its low 
levo optical rotation. This sub- 
stance was identified as mentho- 
furane and a quantitative colori- 
metric procedure was developed for 
its estimation. Other compounds 
identified in each of the three oils 
were: 1-limonene, cineol, pulegone, 
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You can bet on aa NORDA ORIGINAL to make 


your product stand out and sell. 
A NORDA ORIGINAL has a different, 


distinguished bouquet. It’s a modern, old-fash- 


ioned odor—spicy-fresh, exciting, alluring. 


Choose your own NORDA ORIGINAL with 
the assurance it’s yours, it’s unique. It will 
help you create new toilet goods and cosmetics 


nobody else can make or match. 


Norda, first ever to talk sales scents, hopes you 


ask for the smell that will sell. Send for your 


will test and try aA NORDA ORIGINAL. Just you sts 
cope Mea 


convincing free samples today. 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 





CHICAGO + LOSANGELES + ST.PAUL * MONTREAL * TORONTO + HAVANA «+ MEXICOCITY + LONDON «+ PARIS 
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Gourielli Sacheted Flowers 


SACHETED FLOWERS, priced from 
$6.50 up, are a new Gourielli pack- 
age. The large artificial flowers 
each contain a satin bag with per- 
fumed sachet in it and are packed 
in acetate replicas of florist’s boxes 
with gilt cards attached. 


QUARTET OF SCENTS by Schiaparelli 
contains four cut-glass bottles of 
different Schiaparelli perfumes in a 
display box. Called “4 Fashions in 
Perfume,” it retails for $12.50. 


PRINCE MATCHABELLI has repackaged 
its sceptre bottle colognes in five 
fragrances. The new carton is dis- 
tinguished by a bold white stylized 
crown. As a part of a special pro- 
motion of these fragrances a purse 
size bottle of matching perfume is 
attached to the outside of each car- 
ton, which sells at the regular price 
of $2.75 for four ounces of cologne. 
POND’S ANGEL FACE is now on the 
market in a 59 cent version con- 
taining 54 ounce of powder and 
packaged in a replica of the larger 
89 cent size. The new package is 
expected to find favor with teen- 
agers who experiment with many 
different kinds of make-up. 


HELENE CurRTIs Industries, Inc. is of- 
fering a special deal on Suave and 
Helene Curtis Creme Shampoo. 
Consisting of a 69 cent jar of the 
shampoo and a 50 cent bottle of 
Suave, all for 89 cents, the offer is 
being publicized via color ads in 

large number of women’s maga- 
zines. 
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BY MART INC. is telling its success 
story to the trade in a lavish three 
color brochure. Simultaneously, 
Martin L. Strauss II, president of 
the company, stated that depart- 
ment store sales throughout the 
country are averaging 172 units of 
24 bottles of Tintair per week. Inde- 
pendent drug stores are selling an 
average of 24 units weekly and 
chain drug stores are averaging 18 
units, 


PETTICOAT STICK COLOGNE has been 
announced by Milkmaid, Inc. The 
stick is packaged in glass and will 
sell for $1.50. 





a . 


Roux display carton 


roux Distributing Co., Inc. is mar- 
keting its new line of color sham- 
poos with counter displays which 
carry realistic gravure reproductions 
of samples of tinted human hair. 
Twelve distinct shades are shown, 
all within the narrow range of hair 
colors, printing the displays in six 
colors by gravure. 


PETER COTTONTAIL is featured in an 
Easter package by Dagget & Rams- 
dell. Retailing for 79 cents, the 
acetate windowed package con- 
tains a statue of the rabbit in pink 
soap together with a little green 
head of cabbage in guest-size soap. 


ENCHANTED LILAC, 
legendary oriental flower which 
blooms once every 3000 years in 
the dark of the moon, is a new 
Chen Yu color for nail polish and 
lipstick. 


named alter a 


WD es cxvcire and PROMOTIONS 


BIRD OF PARADISE hair style contests 
are being run this ‘month by 
Clairol, Inc. and 20th-Century-Fox, 
producers of the movie bearing that 
name. Beauty parlor operators 
— been asked to design “Bird of 

Paradise” hair styles and: submit Se 
tures of them to local theaters. The 
competing pictures, along with the 
names and addresses of the con- 
testants will be displayed in the- 
ater lobbies. Winners will receive 
trophies from Clairol. 


POND’S “CHEEKS” is back on cos- 
metic counters after a long ab- 
sence. The rouge is available in 
four shades, is packaged in a pol- 
ished brass case, and costs 29 cents 
plus tax. 


NORTHAM WARREN Corporation is 
holding a dealer display contest to 
mark the 40th anniversary of the 
Odorno trademark. Fifty- five prizes, 

valued at a total of $5,000 will be 
awarded. Entry blanks accompany 


Odorno Cream Deal No. 9170, 
Odorno Spray Deals No. 799 and 
No. 865. The contest closes August 


31st, 1951. 


SCENTED LACQUER by Mary Chess is 

designed to bring fragrance into 
the home. Sold in eight fragrances 

at prices from 75 cents up, “ can 
be used on any unpainted or un- 
varnished surface. 





Mint flavored lipstick 


MINT FLAVOR in a lipstick is the ap- 
peal of the new Harriet Hubbard 
Ayer Mint Rose lipstick. Priced at 
$1.25 plus tax, the new lipstick is 
expected to be very popular with 
the many women w ho object to the 
perfume-like taste of other prod- 
ucts. 
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sells your products 


Creative Perfumery is the art and science of producing the correct, 
the perfect fragrance for any given product. More 
Perfumery is the dynamics of Fragrance applied to modern 


merchandising for easier selling .. for more satisfied customers. 
With original notes, subtle compositions and imaginative 


. . Creative 


harmonies D&O Creative Perfumery can become a compelling 


and successful factor in your Sales picture. Consult DsO. 


180 Varick Street - New York 14,N. Y. 
_ aaa 


a 
(0) DODGE & OLCOTT, INC. 


ATLANTA « BOSTON « CHICAGO « CINCINNATI « DALLAS © LOS ANGELES « PHILADELPHIA’ ST LOUIS « SAN FRANCISCO 


ESSENTIAL OILS + AROMATIC CHEMICALS 


* PERFUME BASES + VANILLA + FLAVOR BASES 


214 March, 1951 


The American Perfumer 








Stopping Damage Losses 


Steel containers protect card 


board containers of bottled toilet- 
rie: from pilferage and damage are 
being successfully used by the Lam- 
bert Pharmacal Co, in its export 
shipments according to the Dravo 





Loading a transportainer 


Corp. manufacturer of the trans- 
portainers as they are called. So fat 
30 steamship lines are using the 
transportainers, the company states. 
Cardboard cartons are trucked 
from the warehouse piers and 
stowed immediately and locked in 
the steel containers. A crane swings 
them aboard ship. 


Measuring pH 


For measuring pH in the labo- 
ratory or plant to within 0.05 pH, 
Coleman Instruments Inc. offers a 
meter in a black plastic case. It 
gives direct, continuous reading in 
pH or millivolts. Almost complete 
freedom from drift is reported. 


Quick Laboratory Mix 


A laboratory mix in ten minutes 
may be had with the American- 
Ingraham agitator according to the 
American Pulley Co. Agitators are 
made to fit 30 and 55 gallon drums 
and are hand- or power-operated. 
They are said to be especially use- 
ful for thoroughly mixing goods 
which often settle during storage. 
The agitator consist of a 15&x*e in. 
curved steel blade held in position 
at the drums bottom by a pivot a 
and at the top by a lock bracket. 
chime scraper on ‘the blade’s ce 
loosens settled material. 


Heavy Duty Stair Treads 


Two new types of heavy duty 
stair treads have been developed by 
the American Mat Corp. for long 
wear under heavy traffic. They are 
available in black, red, green, ‘blue 
and mosaic. One type is of heavy 
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New Products and Developments 


molded rib construction and the 
other has a smooth surface. Vari- 
ous widths and thicknesses are 
available. 


Improved Folding Cartons 


The new application of sheet fed 
gravure to carton printing, of 
value in planning package design, 
has been demonstrated to package 
designers at the Piermont plant of 
the Robert Gair Co., Inc. Sheet fed 
gravure printing is said to give un- 
usually faithful color reproduction 
of subject drawn or depicted by 
photograph, possessing a brilliance, 
depth and range of color values 
not obtainable by other methods. 
With it unlimited types of art, it 
is claimed, can be used on cartons. 
The company states that it oper- 
ates the only plant in the country 
producing sheet fed gravure for 
folding cartons. 


New Detergent Emulsifier 


A new dry cleaning soap which 
is said to be both a detergent and 
an emulsifier is announced by the 
Pennsylvania Salt Mfg. Co. It may 
be used in all petroleum solvents 
and is completely removed by dis- 
tillation or by the use of activated 
(sweetener) powders, the company 
states, and it may be used direct 
from the drum if desired or in 
stock solutions: one part to one 
part water, two parts to one part 
water; one part plus one part sol- 
vent and one part water. When 
mixed in the order above with vig- 





New Dry Cleaning Soap 

orous agitation it rapidly emulsi- 
fies the moisture to form water-in- 
oil stock solutions that are said to 
remain stable for months. It may 
also be used in a two soap method 
or in hand brushing or pre-spot- 
ting. It is available in 5 gal. cans 
and 55 gal. drums. 











Plastic Film Articles 


Plastic film articles which are 
said to be strong, durable, water- 
proof and resistant to most acids, 


1 typical Use 


are offered by the Blossom Mfg. 
Co., Inc. They consist of barrel 
covers, barrel or carton liners, 
drum covers, drum liners, film 
bags, film pouches and envelopes 
of all sizes and shapes. The articles 
are stated to be light in weight and 
useful not only for storage pur- 
poses but also in shipping contain- 
ers. 


Sealing Polyethylene Film 


A hand iron with a spring 
mounted frame is offered by Amsco 
Packaging Machinery Inc. for heat 
sealing polyethylene film without 
sticking. The sealing surface is one- 
eighth inch wide. It does not re- 
quire exacting pressure application 
to secure the seal, it is said. 


Product Aid 


For the process industries which 
are experiencing material short- 
ages the technical service staff of 
Innis, Speiden & Co. has inaugur- 
ated a program of product aid. 
The program is designed to help 
users of chemicals, gums, and 
waxes who are having trouble in 
estimating production output be- 
cause of uncertainty of raw mate- 
rials. By means of a method of 
analysis involving both technical 
and administrative investigation, 
the company states that the staff 
has been successful in suggesting 
substitutes, extenders, etc. 
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Floral creation of unusual intriguing 








odor... suggestive of the subtle charm and 
mystery of the native background 
S with an appealing character that lends | 


delicate bouquet to toilet waters and perfumes. 


Samples upon request 


Hepasiynllh rvvrirvrves INC. 
/ CHICAGO 6 - NEW YORK 61 +» LOS ANGELES 13 


DALLAS 1 « DETROIT 2 + MEMPHIS 1 + NEW ORLEANS 13 « ST. LOUIS 2 © SAN BERNARDINO + SAN FRANCISCO 11 
FLORASYNTH LABS. (CANADA) LTD.—MONTREAL + TORONTO » VANCOUVER « WINNIPEG « FLORASYNTH LABORATORIES DE MEXICO S. A., MEXICO CITY 
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Flavors in Cordials and Liqueurs 


Flavoring materials of every type are a major ingredient of the 


alcoholic beverages known as cordials and liqueurs . . . . Methods 


of manufacturing them. ... Use in Europe and in the United States 


LCOHOLIC beverages com- 

prise a major group of prod- 
ucts of great interest to the flavor- 
ing industry, the flavorist, and the 
flavor chemist. We can place such 
products into four principal cate- 
gories, namely, beer and other malt 
beverages; wines including  ver- 
mouth; distilled liquors including 
whisky, brandy, rum, gin, and the 
like; and cordials and _ liqueurs. 
rhe last group, that is the cordials 
and the liqueurs are of special in- 
terest to those in the flavor field, 
particularly from the processing 
point of view. 

Whereas nearly all other types 
of alcoholic beverage with the pos- 
sible exception of gin and com- 
pound gin, and of sweet and dry 
vermouth, depend in some meas- 
ure on fermentation for the devel- 
opment of flavor characteristics, 
the flavor of cordials and liqueurs 
depends on added flavorings. This 
is so because cordials and liqueurs 
are made from rectified alcohol, 
sucrose or cane sugar or beet sugar, 
water and flavoring. 


Nomenclature 


Cordials and liqueurs are class 
terms applied to flavored and per- 
fumed alcoholic beverages which 
are sweetened by the addition of 
sugar. The nomenclature used for 
these products is often confusing 
for seldom is a clear distinction 
made between these terms and 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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many authorities consider them 
synonymous. 

A number of years ago nearly all 
products of this type were im- 
ported from Europe and _ conse- 
quently the nomenclature used was 
that employed in Europe. Then li- 
queurs were considered to be prod- 
ucts which were made in continen- 
tal Europe, particularly in France 
whereas cordials were considered 
to be made in Great Britain. This 
distinction, however, no longer 
holds. 

Another distinction made by 
some authorities is that cordials are 
the type of product made by the 
infusion process (see below). Still 
another basis of differentiation is 
that the products of this group of 
alcoholic beverages that are known 
as cordials have a spicy, sharper 
character than those which are 
known as liqueurs. ‘These beverages 
have more of a perfume character. 


Grading 


Cordials and liqueurs are gener- 
ally assigned quality grades, partic- 
ularly in France. These are (1) 
Superfines, (2) Fines, (3) Demi- 
fines, and (4) Ordinaires which 
are further subdivided into (a) Or- 
dinaires and (b) Liqueurs dou- 
bles. These terms correspond to the 
English designations of (1) Excel- 
lent, (2) Very good, (3) Good, 
and (4) Average which are further 
subdivided into (a) Single strength 
and (b) Double strength. 

Cordials and liqueurs are also 


graded, again principally in 
France, according to their alcoholic 
strength and _ sweetness. Those 
which have a_ thick, oily con- 
sistency are termed crémes, huiles, 
or baumes while those which are 
less sweet and have less viscosity 
are termed eaux, extraits or elixirs. 


Further Correlation in Grading 


There has also been some at- 
tempt to correlate these grading 
systems. Thus superfine liqueurs 
may be designated crémes, fine li- 
queurs, as huiles, and liqueurs as 
ratafias. Ratafias, though, are more 
generally defined as liqueurs fla- 
vored with fruit or fruit kernels, a 
principal flavor being bitter al- 
mond flavor. The term ratafia also 
was used to designate a specific li- 
queur coming from Danzig. 

It is clear that the nomenclature 
and grading of cordials and li- 
queurs has not been standardized. 


Classification 


In addition to the designation of 
cordials and liqueurs by grade, 
which actually may be considered a 
type of classification, these alco- 
holic beverages may also be classi- 
fied from the point of view of 
manufacturing process. There are 
three main methods of preparing 
cordials and liqueurs. Combina- 
tions of each of these methods are 
at times used. These are the dis- 
tillation method, the essence 
method, and the infusion method. 
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Distillation Method 


The best liqueurs are considered 
to be those made by the distillation 
process. This involves steeping and 
macerating the flavorants in alco- 
hol for some time and subsequently 
distilling the mixture with part 
or all of the — present, usually 
with the aid of a small pot still 
equipped aa, a reflux condenser 
for better extraction. 


Essence Method 


The essence process is the sim- 
plest of the methods employed for 
the manufacture of cordials and li- 
queurs for it involves the addition 
of flavoring materials to the alco- 
hol solutién. The concentration 
added. The liqueurs made by the 
essence method are generally 
deeined inferior in grade to those 
made by the other processes. 


Infusion Method 


It is not possible to make all li- 
queurs by distillation processes 
since some of the flavorants desired 
are not volatile. In such instances 
the flavoring materials may be ex 
tracted by use of an aqueous ates: 
of alcohol used depends on the rel- 
ative solubility of the flavoring 
principles which are to be ex- 
tracted. Fruit juices and extracts 
are sometimes used directly. These 
extracts are then added to addi- 
tional alcohol or the original alco- 
hol concentration is adjusted. 
Many liqueurs made by the infu- 
sion method are considered inferior 
to those made by the distillation 
method but some fruit type li- 
queurs made by the _ infusion 
method are very likely equal to the 
finest liqueurs prepared. 


Appeal 


While cordials and __ liqueurs, 
even presently, have their greatest 
sale in Europe, there is a growing 
interest in them in the U nited 
States. This interest is probably 
conditioned by several factors of 
which three are probably more im- 
portant than any others. These are 
the use made of cordials and li- 
queurs in the United States as com- 
pared with that of Europe, the fla- 
vors more acceptable here as com- 
pared with those more acceptable 
abroad, and governmental regu- 
lations both here and abroad. 


Utilization 


In Europe, the major portion of 
the liqueurs and cordials that are 
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manufactured are used as such as 
beverages. In the United States, 
however, most of the cordials 
and liqueurs produced are utilized 
as ingredients in the preparations 
of cocktails. It is clear that it would 
not be as easy for the consumer to 
distinguish superior quality prod- 
ucts from lesser quality products 
when they are mixed with other in- 
gredients that have a marked in- 
fluence on the taste and flavor. It is 
the overall flavor of the mixed 
drink rather than any one ingre- 
dient, such as the cordial compo- 
nent, that one gets with a cocktail. 

It is for this reason that prod- 
ucts can compete with Benedictine 
and Chartreuse in the United States 
whereas such competiton would 
be difficult in Europe. It is also for 
this reason that products bitters 
and grenadine find more favor 
here than abroad. 


Popular Flavors 


In the United States the most 
popular liqueur flavors are those 
which contain fruit flavoring and 
among these are apricot, peach, 
cherry and the berry flavors rasp- 
berry and blackberry. In Europe, 
on the other hand, cordials and 
liqueurs with a spicy note and also 
black currant cordial are the most 
popular types. It is probable that 
these will grow in popularity here. 


Taste Character 


It is pertinent to point out that 
the use in liqueurs of flavors pro- 
duced by the fermentation of fruits 
is controlled very rigidly in the 
United States as a consequence of 
alcohol tax regulations. The use of 
such flavors in cordials and _ li- 
queurs is common practice in Eur- 
ope. This gives certain European 
products a taste character distinctly 
different from that given in our 
country to apparently the same 
type fl ivored bever rage. 

In another article in this section 
some of the flavoring ingredient 
used in the formulations of cor- 
dials and liqueurs will be consid- 
ered. 


FDA Would Regulate Chemical 


Additives in Foods 


A new class of foods ‘‘chemical 
additives” would be set up for spe- 
cial control if Congress enacts a bill 
proposed by the Food & Drug Ad- 
ministration. The special control 
would apply to the chemical addi- 
tive rather than to the food in 
which it may be used. 


How the Angostura Bitters 
Grew Up 


URING the entire 125 years ot 
its existence the Angostura- 
Wupperman Corp. has never lost 
money although sales have ex- 
ceeded $1,000,000 only once—in 
1946. Stockholders have pocketed 
a dividend every year since the 
shares were publicly offered in 1933. 
The reason for this small but 
solid business is Angostura bitters. 
And back of it lies a most interest- 
ing history. 

In 1820 Dr. Johann Gottlieb 
Benjamin Siegert moved from his 
native Silesia to the small Venezue- 
lan seaport of Angostura. With an 
appointment from General Simon 
Bolivar he became surgeon general 
of the’ military hospital of 
Guayana. When his soldier pa- 
tients did not swiftly recover from 
bouts with fever and dysentery Dr. 
Siegert decided to make a tonic. 
(Some claim he concocted the 
brew because his beautiful Span- 
ish wife suffered from various ail- 
ments.) 

Eventually Johann came up 
with a beverage made of 18 differ- 
ent herbs, barks and roots steeped 
in 45% West Indies rum. It was a 
terrific success. The sailors who 
docked at Angostura heard of the 
tonic and started buying it by the 
case for seasickness, “nerves,” etc. 
Angostura was not used in cock- 
tails until years afterwards. Now 
95% of the bitters go into cocktails. 

When the doctor died his sons 
took over and moved the business 
to Port of Spain, Trinidad because 
of the frequent revolutions in 
Venezuela. George Wupperman 
lived there and became friends ot 
the Siegerts. When young Mr. 
Wupperman got married for a 
wedding present the Siegerts gave 
home North American distribu- 
tion rights for Angostura bitters. 
When George Wupperman died 
his widow and her eleven children, 
including the late Frank Morgan 
and Ralph Morgan, the movie stars, 
ran the business. Today there is 
only one wa oe on the 
board of the U. S. company and 
the Siegerts still Pontiner the Trini- 
dad concern. 

The bitters are made in Trini- 
dad by a _ secret formula and 
shipped to the United States where 
they are bottled and packed in a 
two story plant in downtown New 
York by a staff of 20. About 1,100 
dozen bottles are packed daily. 
The bitters are distributed 
through 36 sales brokers. 
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Despite its stability the company 
has its peculiar problems. The 
product is highly specialized and 
is a semi-luxury. Sales are tied to 
the liquor industry's sales. As it 
cannot take business for granted 
its problem is primarily one of 
education. So it spends $130,000 
annually to tell the public about 
Angostura. As only drops and 
dashes go into cocktails nothing 
delights the company more than 
recipes like baked ham which calls 
for “a half cup of Angostura” or 
mushroom soup which needs a 
“tablespoontul.” 

To diversify its line, A-W  re- 
cently put out some grenadine and 
a dehydrated lemon powder. Both 
had a “wonderful response” and 
have made money from the start. 

Bakeries and restaurants are cus- 
tomers for the 10 ounce jar of 
lemon powder. Annual sales of A- 
W in 1949 were $862,000 and net 
profits $98,000. 


Pungency of Some 

Piperazine Derivatives 

Y TAUDINGER and Schneider ( 
‘7 found that the piperidides of 
B-cinn: umenyl acrylic acid, 5-phenyl- 
2 2-pentenoic acid, 5-phenyl-3-pente- 
nois acid, and 5-phenyl-n-valeric 
acid have the same pungent taste 
characteristics of the piperine ol 
black pepper, Piper nigrum. Ric- 


ium salt, which can be removed 
from the crude product by water ex- 
traction. 

The diacyl piper: azince and the 
diacyl piperazonium salts in this 
investigation were prepared sub- 
stantially in the manner recom- 
mended by Pollard and Adelson (3) 
for these types of compounds. The 
former were prepared by reacting 
the corresponding acyl chloride 
with piperazine hexahydrate, and 
the latter by heating equimolec ular 
amounts of acid and base. Both 
series of compounds were then pur- 
ified by recrystallization from ap- 
ee solvents. 

Table 1 gives some of the prop- 
erties of the compounds prepared. 
rhe melting points of the pipera- 
zonium salts are not reliable values 
for determining their purity, as the 
salts split off water on heating to 
form diacyl piperazines. None of 
the diacyl piperazines has the pun- 
gent taste of pepper, whereas all 
the corresponding diacyl pipera- 
zonium salts have this characteristic 
flavor to a marked degree.—Tors- 
ten Hasselstrom, Norene E. Ken- 
nedy, Clifford E. Balmer and Har- 
old W. Coles. Published by cour- 
tesy of the editors of Science. 
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Diacyl Piperazines and Piperazonium Salts 


Compound Formula 


Piperazines 


Di- B- cinnameny! acrylyl C4.H»O,N, 

Di-5-phenyl-2-pentenoyl Cy4H»O.N, 

Di-5-phenyl-3-pentenoy! CH wON, 

Di-5-phenyl-n-veleroy! C..HyO.N, 
Piperazonium Salts 

Di-f-cinnamenyl acrylyl CyHy»O WN, 


Di-5-phenyl-2-pentenoyl C..H,,O.N, 
Di-5-phenyl-3-pentenoyl C.,H;,,0O,N, 
Di-5-phenyl-n-valeroy! C.,H,,0,N, 


comanni (2) reported that the piper- 
idine nucleus could be substituted 
by pieraine and stated that the di-(5- 
phenyl-3-pentenoyl!)-piperazine h: iS 
a biting peppery taste. 

On repeating the work of Ric- 
comanni, it was found by the au- 
thors that, although the crude 
product does have a pungent taste, 
this is not due to the diacyl piper- 
azine, but to the presence of the 
di-5-phenyl-3-pentenoyl piperazon- 
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Mp Nitrogen, % Remarks 

(uncorr.) Calcd Found 

7 No taste; wa- 

ter-insoluble 

209-9.5° 7.04 7.08* 

150-1° 6.97 6.73* Decompn on 

Oil 6.97 5.67 * vas distn 

64.5-65° 6.89 7.15* 


Pungent 
taste; water- 
196-7° 6.45 ~—- 6.32; 6.35 +SOluble 
152-3° 6.39 6.31 ; 6.27+ 
126.7° 6.39 6.56 ; 6.64+ 
119.5° 6.31 6.44* 


Common Spices Have Antioxidant 


Properties When Used in Fats 


A study of 32 common spices 
when used in fats made by the Hor- 
mel Institute of the University of 
Minnesota indicated that practi- 
cally all showed antioxidant activ- 
ity and in some cases the effects are 
very pronounced. Activity is inde- 
pendent of the origin of the spices 
it is stated. 


Flavored Notes 


ee a reader of this section 

sent me a query concerning 
what one should do in the event one 
believed that a new compound with 
flavoring and perfuming properties 
had been discovered. This query 
poses some interesting problems. If, 
for instance, the originaotr of a new 
compound with flavoring and per- 
fuming properties believes the com- 
pound has value from the point of 
view of intense odor or taste sensa- 
tion and can be produced economi- 
cally, it may prove to his interest to 
try to obtain a patent. In such in- 
stances, it is best to get the necessary 
information as to proper procedure 
and guidance from a patent at- 
torney. 

An alternative procedure would 
be to find out its usefulness as a 
perfume ingredient or component 
by submitting it to a firm dealing 
in aromatic chemicals. Since most 
of such firms have their own re- 
search staff working along many 
lines, many are reluctant to survey 
the possibilities of a product sub- 
mitted by someone outside their 
firm unless a patent has been ob- 
tained for that product or a patent 
application has been filed. It would 
be best too, if the toxicity of the new 
compound product were ascer- 
tained for if it proved to be non- 
toxic, its possibility of usefulness 
would be enhanced. 

The same steps could be followed 
if it was desired to get information 
as to its usefulness as a flavoring 
component. In this instance, how- 
ever, it would be almost essential to 
establish the relative toxicity of the 
compound or product. This is a 
long and costly procedure. 

The Third Annual Review of 
Analytical Applications of Analyti- 
cal Developments contains a review 
by Ernest Guenther and E. E. 
Langenan: Annal. Chem., 23, 217 

M.B.]. 


Per Sie Candy Consumption 
In U. S. Estimated at 17 lb. 


The per capita U. S. candy con- 
sumption is estimated to be 17 Ib. 
This is higher than that of butter, 
cheese and cereals. Data from gov- 
ernment sources show that 45% in 
dollar volume of all candy pur- 
chases are made in food stores. ‘The 
average American family spends 
25.2 cents per week in food stores 
for confections. New outlets are be- 
ing developed for candy and it is 
expected that the consumption will 
go up. 


Varch, 1951 219 





March, 1951 




















UALITY based on 
unceasing research... 
PRODUCTION under the 
most exacting control .. . 
Every SYNTOMATIC Prod- 
uct a distinctive asset in the 
manufacture of your perfumes 


and cosmetic preparations. 


ESQenmriat O8ts 


a 
ZS 
*> 


YNTOMATIC 


o 







PERFUMERS MATERIALS 


SYNTOMATIC 


114 EAST 32nd STREET 


CORPORATION 


« NEW YORK 16, N. Y. 


« MURRAY HILL 3-7618 


The American Perfumer 





ee 





John H. Beach Incorporates 


Two New Companies 


On his way back from a trip to 


Guatemala and Mexico, John H. 


Beach, chairman of the convention 





John H. Beach 


committee of the Flavoring Extract 
Manutacturers Assn., stopped off in 
Los Angeles where he and his son 
organized and incorporated John 
Beach, Inc. His son, John J. Beach 
is president and John H. Beach is 
vice president. Mr. Beach, the pres- 
ident, was graduated as a chemist 
from Colgate University in 1942. 
During Summer vacations he stud- 
ied chemical processing. From 1943 





to 1946 he was a medical techni- 
cian with the 11th Field Hospital 
overseas. On his discharge from the 
army he engaged in sales work on 
the Pacific coast. The company will 
deal in flavoring extracts, aromatic 
chemicals and allied products. Of- 
fices are at 5925 S. Hoover St., Los 
Angeles, 44, Calif. 

On his return to the east John 
H. Beach organized his own cor- 
poration John H. Beach Inc., Box 
385, Southold, L.I., N.Y. He is 
well known in all branches of the 
industry. For 12 years he was with 
Fritzsche Brothers Inc.; for four 
years with the Antoine Chiris Co. 
and from 1924 to 1947 with Seeley 
& Co. He is a graduate chemist 
from Pratt Institute and has had 
13 years of sales and manufactur- 
ing experience in chemicals and 
flavoring materials. 


Flavoring Extract Mfrs. Assn. 
Meeting in New York May 20-23 
The forty-second annual conven- 
tion of the Flavoring Extract Man- 
ufacturers Assn. will be held in 
the Hotel Statler, New York, May 
20—23. The convention committee 
urges all who plan to attend to 
make hotel reservations now. 


HOW TO solve YOUR COLOR PROBLEM 


+ + « IN| THE QUICKEST POSSIBLE WAY 





Note this 0. & C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation Compounds, 


Woveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 


SAMPLES MATCHED 
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TL MURRAY STREET, NEW 
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Eastern Representatives of Wm. J. Stange Co., Chicago, Ill. 


LEEBEN 


co.. 
389 WASHINGTON ST., NEW YORK 13, N. Y. 


agents 


Pennsylvania Confectioners 


to Hold Annual Conference 


The Pennyslvania Manufactur- 
ing Confectioners’ Association will 
hold its fifth annual production 
conference April 26 and 27 at Le- 
high University, Bethlehem, Pa. 

The program will include a talk 
by L. Cletus Gallagher, sales man- 
ager of the Industrial Division, 
Products Department, California 
Fruit Growers Exchange, Ontario, 
Calif. His topic will be “The Adap- 
tation of Manufacturing Procedure 
to the Packaging, Shipping and 
Shelf Life Requirements of Pectin 
Confectioners’ Jellies.” 

Much of the success of previous 
conferences was due to H. F. 
Dresel, of the Felton Chemical Co., 
Inc., Philadelphia, who is serving 
on the research, production con- 
ference, and sanitation committees. 


Philadelphia Cosmetic Show 
During Week of August 19 


The Philadelphia Cosmetic 
Assn. announces that the annual 
cosmetic show will be held at The 
Benjamin Franklin hotel during 
the week of August 19. 


Use F. D. & C. Certified Food 
\X. Colors for Flavoring, Extracts, 
f ‘Flavors and all other food 
| products. 


J 





INC. 
TEL.: WALKER 5-0210-0211 


Useful Books on Flavor 


Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 


Methods of preventing off flavors in 


commercial products 


Synthetic Food Adjuncts by Morris 8. Jacobs, Ph.D. 
Synthetic food colors, flavors, essences, sweetening 
agents, stabilizers and similar food adjuncts .. $5.50 


BOOK DIVISION 


Moore Publishing Co. 9 E. 38 St. New York, 16, N. Y. 
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Phosphates as Soap Additives 


Phosphates make excellent soap builders because of 


their ease of incorporation as well as their other de- 


sirable properties . . . Characteristics of phosphates 


‘HE VALUE of phosphates as 

soap additives is now fully ap- 
preciated and experience in recent 
years has greatly extended their 
use as builders. Generally speak- 
ing, phosphates are employed by 
soap manufacturers for the follow- 
ing main reasons: 

1. They increase cuonieiieins values 

and help to build up more suds. 

They prevent the formation of 

insoluble hard water soaps. 

3. They improve the cleansing ac- 
tion of soap and have a useful 
stabilizing effect on detergent 
solutions. 

1. They exercise a valuable free- 
rinsing effect in detergent solu- 
tions when used in laundering. 

5. By reason of their free flowing 
and, in some cases, non-hygro- 
scopic properties they tend to 
prevent caking of soap powders. 

6. They have a very mild effect on 
the skin. 

Phosphates are easy to incorpor- 
ate in soap powders along with 
other alkalies either in solution 
form or by grinding in as free flow- 
ing powders. They are generally 
compatible with the common alka- 
lies, such as soda ash, silicates and 
sodium perborate, etc. 

One of the most useful of the 
newer sodium phosphates is tet- 
rasodium pyrophosphate. This is a 
white crystalline material or white 
granular powder, which is soluble 
in water to the extent of 6 parts 
in 100 parts of water at 15 deg. 
C., and 40 parts in 100 parts of 
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water at 100 deg. C. The alkalinity 
of its solutions are just about right 
for detergent of solutions; the pH of 
1°, of solution is 10.0. Tetra- 
hygroscopic than sodium hexameta- 
phosphate, which is another favour- 
ite phosphate for soap. The latter 
chemical is soluble to the extent of 
150 parts in 100 parts of water at 75 
deg. F., and its 1% solution has a 
PH of 7.2. 

Sodium tripolyphosphate is an- 
other very important soap builde 
and one that is particularly valu- 
able for soap powders. It is a white 
granular material or white powder, 
possesses good water solubility and 
possessing excellent water softening 
and detergent properties. The pH 
of a 1% solution is 9.5. In cost per- 
unit of mineral salt sequestering 
value, this sodium phosphate equals 
other more complex phosphates 
and it has the added advantage of 
being non-hygroscopic. Trisodium 


phosphate, or T.S.P. is a very 
common ingredient of soaps, par- 
ticularly laundry soap chips, pow- 
ders, cleaners and detergents. This 
phosphate is a white crystalline 
material made up of uniformly 
sized particles which are quickly 
soluble in water to give an alka- 
line reaction; a 1% aqueous solu- 

tion has a pH of 12 
In choosing a_ phosphate for 

soap powders there are several fac- 

tors to consider: 

The ability of the phosphate to 
exercise water softening and se- 
questering properties. It is 
worthwhile remembering that 
sodium tripolyphosphate is a 
valuable calcium sequestering 
agent and’ has a high binding 
ete for most of the metals of 
Group II and Group IV. When 
present in soap powders this 
phosphate eliminates scum and 
soap curds in hard water. 

2. The phosphate should have an 
alkalinity sufhicient fo ra 1% 
solution to have a pH of about 
10. It is interesting to note that 
T.S.P. has a iy of 12 as com- 
pared with a 19% caustic soda so- 
lution at 13.2 and a 1% sodium 
metasilicate at 12.3. If the alkalin- 
ity is too low the pH will drop 
below the effective detergent fig- 
ure when the solution comes in 
contact with acidic dirt. It is im- 
portant to note that phosphates 
like the silicates, although not 
to the same extent, exercise a 
useful buffering effect. 
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3. Phosphates that become deli- 
quescent invariably cause trou- 
ble when packaged powders are 
stored or exposed to the damp 
air. 

It is advisable whenever possible 

to choose a phosphate that is 

non- hygroscopic. 

Particle size is important and 

phosphates for inclusion in soap 

powders should be free-flowing 
and uniformly sized. 

In any discussion of phosphates, 
a good deal confusion is often 
caused by their nomenclature, for 
example, tetrasodium — pyrophos- 
phate is also known as pyrophos- 
phate of soda, normal pyrosodium 
phosphate, alkaline sodium _pyro- 
phosphate and T.S.P.P., while 
T.S.P., or trisodium phosphate is 
called normal sodium phosphate, 
tribasic sodium phosphate and ter- 
tiary sodium phosphate. Some 
manufacturers also refer to mix- 
tures of certain sodium phosphates 
as sodium polyphosphates without 
giving an indication of the actual 
phosphi ites present. 

It is important, therefore, when 
specifying a certain phosphate to 
give its exact chemical name and, 
if possible, its formula. 

In this way confusion can be 
avoided. 

In conclusion it should be 
pointed out that in many detergent 
preparations it is usual to employ 
two or more phosphates, e.g. tri- 
sodium phosphate is selected for its 
alkalinity, the pH value of 12.0 be- 
ing considered optimum for many 
cleansing solutions, and _ tetraso- 
dium pyrophosphate for its water 
softening and sequestering action. 


Preventing Perfume Dis- 


colouration In Soaps 


LTHOUGH it is commonly 

recognised that the choice of 
unsuitable perfumery ingredients 
or lack of proper anti-oxidants and 
stabilizers in soaps are probably the 
main causes of discolouration, there 
are other reasons to account for the 
trouble sometimes experienced in 
producing white scented soaps of 
uniform quality. Discolouration is 
frequently due to oxidation and 
impure grades of perfumery ingre- 
dients are always a e.g. amyl 
cinnamic aldehyde, a fairly com- 
mon ingredient, oxidizes very rap- 
idly and is liable to cause yellow- 
ing if an impure grade is used. 
Changes due to isomerization, al- 
though often quite unsuspected, 
may also cause trouble and those 
perfumes known’ to _ isomerize 
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should be avoided if it can be 
proved that the isomers are liable 
to bring discolouration. 

The presence of strong alkalies is 
one of the most common causes of 
perfume discolouration in white 
soaps, e.g. bornyl acetate which is 
used in many pine type perfumes is 
relatively sti ible, except in the pres- 
ence of strong alkalies; benzoic al- 
dehyde and several other aldehydes 
are similarly affected. Neutrality is 
of great importance in most per- 
fumed soaps as a number of com- 
mon perfumes of good stability at a 
pH of 7-8 are li: ible to become un- 
table at 11-12, e.g. methyl anthrani- 
late, a colourless “product possessing 
a sweet, but powerful orange odour, 
free from any unpleasant ‘chemical 
after-note, needs to be incor porated 
with moderation in soaps that are 
not neutral. 

Metallic iron or iron salts are 
often responsible for discoloura- 
tion, e.g. amyl salicylate which is 
used in floral perfumes, particu- 
larly for its orchid effect, is very 
susceptible to iron impurities, the 
same applies to benzylidene ace- 
tone and many other ingredients. 

Several aldehydes, such as_ n- 
dodecyl aldehyde and n-heptyl alde- 
hydes, etc., are not very stable if 
they are exposed to the air for long 
periods, particularly in the _pres- 
ence of amines. Special soaps con- 
taining amines should not be per- 
fumed with unstable compounds as 
these are liable to cause discoloura- 
tion and maybe spotting of col- 
oured soaps. 

Apart from the factors men- 
tioned above, it is known that dis- 
colouration may be due to other 
reasons, ¢€.g. vanillin is susceptible 
to light and is liable to cause a 
deterioration in colour; other in- 
gredients, such as phenylacetic al- 
dehyde, is liable to become poly- 
merized and in some cases the 
polymers are a source of trouble. 
The best advice one can give to 
soap manufacturers is to try and 
achieve complete standardization 
of production. Trouble is usually 
encountered when changes are 
made either in the nature of per- 
fumes or in the soap. 


Government Regulations 


How the growing number of gov- 
ernment regulations affecting in- 
dustry will influence the develop- 
ment of new products and rew uses 
for old products will be considered 
by the Commercial Chemical De- 
velopment Assn. at its March 21 
meeting in New York. 


Tearose for Toilet Soaps 


NE of the most desirable fra- 

grances is the delicate odor of 
the yellow or so called tearose. The 
odor of fresh cut flowers is indeed 
delightful, but all efforts so far 
have failed, to reproduce this cap- 
tivating tender aroma, in perfum- 
ing fine toiletsoaps. 

There are three vital points to be 

observed to bring satisfactory re- 

sults. 

1. Purity of soapchips, odorless 
neutral and mild, no more than 
0.03 free NaOH 
Not to use so-called bargains 
of essential oils 
To obtain all basic ingridients 
from long established reliable 
firms, who enjoy a reputation of 
producing and supplying only 
genuine essential oils and aro 
matics. 

Adulterated but sometimes 
cheaper material, will bring just 
one big disappointment to the 
creative Perfumer. 

Fats and oils for this type of 
soap must first be freed of all im- 
purities, this is particularly neces- 
sary for those of animal origin, to 
eliminate very disturbing byodors. 

Following a short repetition of 
refining tallows etc.: 

To 500 lbs. of tallow add 50 Ibs. 
of a 10% solution of NaCl in wa- 
ter. _ steam and heat to about 
190 By about this etmperature 
the oil will start to bubble. Re- 
duce steam to a fraction and add 
in a fine jet 15 lbs. NaOH 38° Be, 
and salt with 10 lbs. dry powdered 
salt evenly, under vigorous stirring. 
After boiling for half an hour, 
cut off steam “and remove evilsmell- 
ing impurities, floating on the sur- 
face. Cover kettle overnight and 
surface separation. The fat is now 
pure and ready for saponification, 
to result in soapchips to be used 
for this type of toiletsoap. 


A formula for tearose perfume 
for toilet soap follows: 


Geranium, Rose, Algerian oz. 
Pelargol 02. 
Geraniol 5 oz. 
Phenylethyl Alcohol 5 oz. 
Cinnamic Alcohol 5 OZ. 
Diphenyl Ether .75 O72. 
Geranylformiat 2.5 oz. 
Guaiac Wood 10 oz. 
Guaiac Wood acetate ] oz. 
Fixative 3 oz. 


For 100 Ibs. of soap 14 oz. per- 


fume will be found to produce sat- 
isfactory results.—Leopold Gottlieb. 
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Albert Verley & Company’s | ALBERT VERLEY AND CO., INC. 


472 W. Superior St., Chicago 10, Ill. 
114-116 E. 25th St., New York 10, N. Y. 



















MEFFORD CHEMICAL CO. 
1026 Santa Fe Ave., Los Angeles 21, Calif. 






ALBERT VERLEY AND CO., INC. 


222 Front St., East, Toronto, Ontario 





Representatives in all principal 
cities throughout the world. 














.. a worthy substitute for 
the costly natural Absolute 





Rosam is a remarkable achievement in synthesis. It has won 
a permanent place for itself in all forms of perfumery as a 
complete substitute for Absolute Rose de Mai. You can use 
it in your most significant formulas — alone or in combina- 
tion with the natural product, without excessive cost burden 
— and with confidence that results are a credit to your per- 
fumes and your prestige. Its price is just $25.00 a pound — 
especially noteworthy now, in view of the continuing high 


cost of Rose Absolutes, particularly Bulgarian Otto of Rose. | Wf, Ve ef Ce y le 





Ww 
here Your Dollars Have More § 
cents 


We suggest that you experiment with Rosam. Appraise 
its possibilities in your present compounds, or the new one AND COMPANY. 
you are now creating. Write today for working sample. Headquarters for Odor A 
or Appeal 
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Detergent Battle in 
Scotland 


fie detergent battle in Scotland 
is perhaps less intense than that 
in London but it is being devel- 
oped steadily, with a number of 
large and small producers all bat- 
tling for a share of the housewives’ 
domestic business. 

In the industrial and commer- 
cial fields the competition is even 
more acute although less obvious. 
Buyers in many plants have 
reached the stage where they re- 
fuse to see detergent salesmen, so 
many are now on the road and so 
competitive is the fight for busi- 
ness. Attitude of such buyers is 
that it is preferable to find one 
product at an appropriate price 
and to stick to that product pro- 
vided that it gives the performance 
and steady ap action necessary in 
an industrial or commercial prod- 
uct. There are hm oem buyers who 
are less rigid and this gives scope 
for a great deal of competitive sell- 
ing. 


In Domestic Field 


In the domestic field there has 
been a major exploitation by Eng- 
lish companies and a very substan- 
tial response by native Scots pro- 
ducers. Evidence suggests that the 
Scots are holding their own and 
that the English development has 
been achieved only by large scale 
expenditure on publicity, as against 
a relatively smalle1 expenditure by 
Scottish manufacturers. In the do- 
mestic field main effort is now being 
directed to point of sale publicity, 
supported by press and poster adver- 
tising. A feature of the recent posi- 
tion has been a large number of 
solus display windows for indi- 
vidual companies as well as of com- 
posite displays featuring the prod- 
ucts of perhaps twenty manufactur- 
ers in the cleaner product field. This 
gives the housewife an immense 
range of selection between deter- 
gents and soaps, and cleaners and 
between different brands of each 
type of product. The full scale de- 
velopment of this situation is not 
likely to mature for some months to 
come, 

Few of the competitive firms are 
yet in the positic n to give un- 
limited supplies of their products 
since in some instances production 
is being built up steadily rather 
than spectacularly. It may be some 
two years before the full effect of 
the flow of raw materials can be 
regarded as influencing the posi- 
tion; when that position develops, 
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with the competing companies at 
full production level the present 
situation may be uninteresting by 
comparison. 

One interesting trend has been 
the policy of consolidation of prod- 
ucts from the technical standpoint. 

Earlier there was a tendency to 
market a good product in the natu- 
ral desire to get in on the market. 
Over the period since the effort has 
rather been towards a full exploi- 
tation of the potentialities of prod- 
ucts. A great deal of research and 
practical use has been devoted in 
the interval to this end, to deter- 
mine the fullest scope and virtues 
of products in the industrial field 
in particular. This work is being 
continued and will be the spear- 
point of new selling efforts when 
finally completed. 


British Perfumeries 
Battle Scarcities 


The British perfumery industry 
is facing a serious raw material 
supply position with scarcities and 
higher prices the general rule. Es- 
sential oils have largely disap- 
pe ared from the market. Mi iny for- 
eign and Far Eastern products used 
in perfumery and beauty product 
manufacture have risen in price 
and are likely to be difficult to ob- 
tain in the future. 

Chemically manufactured mate- 
rials used in perfumery manufac- 
ture are also involved since many 
have multiple uses which have 
been involved in the current rearm- 
ament drive. American sources are 
drying up. Acetone and other deriv- 
atives of isopropanol are. partic- 
ularly scarce. Acetone delivery to 
Britain has been cut by one third. 

A British isopropanol plant was 
expected to go into use early this 
year but has delayed its opening, 
thus again intensifying the scar- 
city. 

Che attitude of most perfumery 
firms is that of marking time pend- 
ing a clarification of the situation. 
Production is going ahead to the 
maximum level of available sup- 
plies and to the extent of sales de- 
mand. But some limitation in both 
home and export deliveries appear 
inevitable—as do price increases— 
if present conditions persist. 


Balmoral Co. Starts Selling 
Color Shampoo to Consumers 


Baltimore Co., Chicago, Ill. ad- 
vertised a color shampoo for con- 
sumers February 4 for the first time. 
Previously the shampoo had been 
sold to the beauty trade. 


Canadian Toilet Goods 
Reach All-Time High 


The factory selling value of toilet 
preparations produced in Canada 
in 1949 reached an all-time peak 
total of $27,102,000 compared with 
$20,972,000 in 1948, according to 
figures released by the Dominion 
Bureau of Statistics. 

Among main items, largest in- 
creases from 4]948 were in _per- 
fumes, up from} $844,779 to $1,063,- 
152: toilet waters, colognes and lo- 
tions, from $3,140,891 to $3,763. 
846; talcum powders, from $1, 
145,241 to $1,302,420; liquid and 
cream shampoos, from $1,276,206 
to $2,115,389 (excluding cream in 
1948); non-alcoholic hair tonics, 
liquid brilliantines, and wave-sets, 
etc., from $596,956 to $980,864; and 
dentifrices pastes, powders and liq- 
uid—from $3,759,581 to $4,830,023. 
Creams of all kinds were higher at 
$2,494,205 compared with $2,452,- 
398 and face powders $1,159,826 
— with $1,127,883. 

Values of other leading items in 
1949 were as follows, with 1948 fig- 
ures being in brackets: Bay rum, 
hair tonics, alcoholic liquid bril- 
liantines, alcoholic wave-sets, etc., 
$597,451 ($582,767); _lipstick and 
refills $949,605 ($827,734); rouge 
and _ refills, $164,428 ($221,508); 
bath salts and bath ik $377,950 
($342,700); personal deoderants 
$882,536 ($562,696); and manicure 
preparations, $630,623 ($606,145). 
tHome permanent wave kits, includ- 
ing refills and accessories were val- 
ued at $2,307,389 in 1949. 


Gem Razor Set Wins First Prize 
in Packaging Awards Contest 


The De-Luxe Gem _ Feather- 
weight Razor Set, manufactured by 
American Safety Razor Corp., won 
first award in the Cosmetics and 
Toilet Goods Division of the 15th 
Annual Variety Merchandiser pack- 
aging Awards Competition. Also 
selected for honorable bention 
were the Cutex Gift set package 
of the Northam Warren Corp., 
and the Wildwood Lotion bottle 
the Superior Products, Co., the lat- 
ter designed by Dwight Fuerst of 
of the Owens. Illinois Glass Co. 


American Chemical Society 


Invites Award Nominations 


The Canvassing Committee of 
the American Chemical Society in- 
vites members of the Society to 
send nominations for the Fritzsche 
award. June 1, 1951 is the closing 
date. 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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Hints for Improving Production 


How to select the most suitable type of electric motor for every 


kind of work. . . . Factors that should be considered to increase 


efficiency and reduce costs. . . . New and improved equipment 


ITH an emergency period 

confronting us in the future 
wise procedure calls for an immedi- 
ate check of electric motors in the 
plant and replacement where it is 
doubtful the present motor can 
last through a prolonged period 
when even repair parts may be dif- 
ficult to obtain. 

The first step in selection of the 
right motor by the plant execu- 
tive should be selection based on 
the application of the motor in the 
plant. A close check-up on this fea- 
ture may reveal many instances 
where motors can be replaced by 
more adaptable units which will re- 
sult not only in less maintenance 
cost and longer useful life of the 
motor but also reduced power bills. 

If the installation is one requir- 
ing frequent starting and stopping 
the alternating-current types of 
motors best suited are the squirrel- 
cage and wound-rotor polyphase- 
induction motors, high and medium 
speed synchronous motors of under 
1000 hp rating and all types of 
single phase motors. Practically 
all types of direct-current motors 
are adaptable to such applications 
but they have a disadvantage in 
that they contain a great many 
more wearing parts. 

The squirrel-cage induction mo- 
tor is the most popular of all due 
to its versatility, its rugged con- 
struction and its only wearing parts 
being bearings. 

It also operates at a low power 
factor and is most efficient at its 
full-load rating and slightly above. 
High torque squirrel-cage induc- 
tion motors are provided with two 
distinct windings, one at ordinary 
low-resistance high-reactance and 
the other high-resistance low-reac- 
tance. 

The wound-rotor induction mo- 
tor is not a variable speed motor in 
the same sense as a direct-current 
motor. The speed of this motor is 
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varied by means of varying the re- 
sistance of the rotor circuit and 
these speeds are stable only in so 
far as the load is concerned. These 
motors should be supplied with re- 
sistors for use in starting so made 
that if the controller handle is left 
on any notch but the last the start- 
ing resistors will not burn out. 

In general, synchronous motors 
are constant-speed motors, they 
come in practically any size, and 
are very durable and adaptable to 
most of our plant installations. 

Where slow-acceleration is de- 
sired on the motor application in 
the plant the wound-rotor induc- 
tion motor predominates in the al- 
ternating class, but where direct 
current is used, almost any type of 
direct-current motor will get the 
job done. The speed of this type of 
motor is varied by means of vary- 
ing the resistance of the rotor cir- 
cuit and these speeds are stable 
only in so far as the load is con- 
cerned. 

Where we must start under full 
load conditions the wound-rotor 
motor is most adaptable, especially 
in driving line shafting or where 
heavy mechanical strains are pres- 
ent. Both squirrel-cage induction 
and high-speed synchronous motors 
can be used in such applications 
but the mechanical strain upon 
them is greater than on the wound- 
rotor type. 

High-torque, squirrel-cage induc- 
tion motors are proving best for all 
types of conveyor work since they 
can be started across the line and 
compensator costs are eliminated. 

Where a high starting current is 
not detrimental to other power ap- 
plications the large squirrel-cage 
induction and synchronous motors 
may be used, for they may be 
started at full voltage. 

Where the ability to reverse the 
machine to which the motor is to 
be applied is needed both squirrel- 


cage and wound-rotor induction 
motors and all types of direct-cur- 
rent motors are applicable. 

Should the application call for 
several ranges of speed the wound- 
rotor induction motor has been 
proven best. Different speed ranges 
may be had with squirrel-cage 1n- 
duction motors, but the number of 
speeds is limited and they do not 
progress in steps as with the 
wound-rotor motor. 

The synchronous motor is first 
choice in installations where power 
factor is of prime importance since 
with this type the regulation of 
power is under direct control of 
the operator all of the time. 

Any selection of an electric mo- 
tor should give consideration to its 
torque characteristics (the turning 
power of the shaft) such as start- 
ing, pull-in and pull-out torque. 
Sometimes only one of these is 
incorporated into a given motor 
and in some instances it is not al- 
ways desirable to incorporate all 
three into a single motor. 

Pumps require a motor with a 
high pull-in ‘torque but not high 
starting or pulling; conveyors re- 
quire one with a high starting 
torque only. In very few applica- 
tions will it be necessary for a mo- 
tor to possess starting, pull-in and 
pull-out maximum torques. 

Where series motors are used 
they should never be connected to 
their load except by a _ positive 
drive, such as a gear or a coupling. 
Its speed cannot be controlled 
when operating.at no load. The 
motor derives its name from the 
fact that its field and armature cir- 
cuits are in series with one 
another. 

On the other hand the shunt 
motor has practically constant 
speed characteristics. It will flash 
at the brushes, however, when sub- 
jected to sudden overloads and the 
torque varies with the current. 
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Where there is a steady load this 
is a highly applicable type of 
motor. 

Where direct-current motors are 
to be used as a variety of speeds 
and at the same time operate in 
both directions of rotation the mo- 
tor should operate as a pump-back 
generator in either direction of ro- 
tation, be able to withstand full 
voltage on short circuit, be able to 
withstand sudden weakening and 
strengthening of the field and com- 
mutation should be sparkless at all 
speeds and loads within range.— 

Ernest W. Fair. 


Indicator of Flammable Gases 


Explosive and flammable gases 
may be accurately detected by 
means of a new explosion proof 
and portable gas analyzing instru- 
ment developed by the Lor—Ann 
Instrument Co. The instrument 
weighs six pounds and may be car- 
ried by watchmen. 


Heavy Duty Paste Mixer 


A new model direct motor driven 
heavy duty paste mixer of 50, 100 
and 150-gallon capacity is an- 
nounced by Charles Ross & Son Co. 
Each unit has an individual right 
angle gearhead motor directly con- 
nected to the stirrer shaft. As a 
safety feature, it is pointed out, the 





New Heavy Construction Mixer 


mixers incorporate an automatic 
cut-off which stops the stirrers from 
revolving should a bag or foreign 
matter fall into the mixer. Increased 
mixing efficiency is claimed result- 
ing from the greater pitch on the 
stirrers as they pass between each 
other at a closer tolerance. This and 
the fact that the revolutions per 
minute have been increased it is 
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added, give afiner, more homogene- 
ous mix and reduce the time in- 
volved in the mixing operation. The 
new mixers are built of extra heavy 
construction to handle the heaviest 
consistencies or viscosities. 


Lubrication Service Cart 


For greasing machinery easily 
the Lube Service Cart is offered by 
the Gray Co. Inc. Small, compact 
push the two-wheeled 


and easy 





Lubrication Cart in Use 

grease rig moves along plant aisles 
and between closely placed ma- 
chines. It is stated to be a com- 
pletely self contained unit, requir 
ing no air supply, that is equipped 
for either high pressure or volume 
greasing. It also carries an oil 
pump. Grease and oil are dis- 
pensed through 10-ft. hoses. The 
units may be dismounted from the 
truck for use at distant points. 


New Dise Disperser 


A new laboratory and _ produc- 
tion disc disperser with exclusive 
shearing knives is announced by 
the Chaffee Design & Manufactur- 
ing Co. The new modles are 
equipped with pertorated plates 
with the same size holes through 
which the emulsion is forced with 
feed screw pressure. This design 
feature, it is pointed out, makes it 
possible for both the laboratory 
and production models to produce 
identical products so that the 
emulsion produced on a test basis 
in the pilot model may be dupli- 
cated exactly in the production 
model. The combination of discs 
and knives provides positive shear- 
ing action on the emulsion instead 
of the usual tearing that generates 
a considerable amount of  fric- 
tional heat, the company points 
out. It does not require any cool- 
ing apparatus. 


Stainless Steel Hose 


For use where problems of ex- 
treme temperature and corrosion 
are factors, Allied Metal Hose Co, 
offers a new stainless steel corru- 
gated flexible metal hose. Sizes 
range from 14 in. through 4 in. I. D. 
and wall thicknesses from .010 to 
.035. They are made in two pat- 
terns, normal and close pitch. ‘The 
hose not only eliminates functional 
problems such as loading chemi- 
cals and acids, expansion and con- 
traction, vibrating conditions, mis- 
alignment and connecting moving 
parts of machinery, but encom- 
passes applications using hose of 
other metal alloys where stainless 
steel would give better service. 


Printing Designs on Containers 


A new machine that automati 
cally prints complete display de- 
signs on all four sides of corru- 
gated, fibre and wood shipping 
cases at the point of packing 
has been introduced by Adolph 
Gottscho Inc. The new machine is 
called a markoprinter and is de- 
signed to make it practical for com 
panies with varied product lines to 
print their own cases as they use 
them instead of maintaining large 
inventories of preprinted cases. 
The markoprinter is placed in a 
production line following an auto 
matic case sealer or packing sta 
tion. It is said to automatically re 
ceive loaded cases, separate them 
for registration and print from one 
to four side panels and top too if 
desired and discharge them at pro- 
duction rates up to 2000 cases an 
hour. It is not necessary for the 





Machine in Operation 


cases to be sealed before reaching 
the markoprinter. Printing is ac- 
complished by means of deep cut 
rubber dies mounted on rotary die 
wheels. Rotation of the die wheels is 
synchronized with package travel 
through the machine. Kiss contact 
between die and case surface to 
gether with a control mechanism 
to compensate for dimensional and 
surface variation enables the ma- 
chine to deliver prints of con- 
sistent identity throughout a run. 
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Chemical W orks Boechout S. A. 
Opening Factory in United States 


Chemical Works Boechout, S.A., 
Boechout, Belgium, one of the 
leading essential oil houses in that 
country is fitting up a new factory 
in Grand Rapids, Mich. 


New York State Bar Association 
Develops Shorter Contract Forms 


New shorter form manufacturer- 
retailer and manufacturer-whole- 
saler fair trade contracts have been 
developed by a special Fair Trade 
Committee in the Anti-Trust Sec- 


tion of the New York State Bar 


Association. Copies are available in 
the New York office of the NWDA. 


Armed Forces to Explain 
their Packaging Requirements 


Packaging requirements of the 
armed forces will be explained to 
industry by representatives of the 
Army, the Navy, and the Air Force, 
at the American Management As- 
sociation’s three-day national Pack- 
aging Conference, April 17-19, at 
the auditorium in Atlantic City. 


Bill to Repeal Excise Cosmetic 
Tax in Congress 


Senate bill 136 introduced in the 
U. S. Senate by Senator Langer 
proposes to repeal the excise tax 
on cosmetics. 


Custom Made Lipsticks 
Offered by Mary Chess, Inc. 


Custom made lipsticks, made in 
an all plastic heating unit devel- 
oped by Mary Chess Inc. New 
York, N.Y. are made in three min- 
utes to suit individual needs from 
eight basic shades at $1.50 with re- 
fills for $1 according to an interest- 
ing report in Harold Hutchin’s 
Drug & Cosmetic Newsletter. Rep- 
resentatives in key stores through- 
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out the country will make them to 
order before the customer’s eyes, 
adding, for those who wish to have 
their lipsticks scented, a few drops 
of any of Mary Chess perfumes. 
After the correct shade has been 
blended for a customer she will re- 
ceive a record of it—just like a 
prescription. 


Ladies Night Planned by 
American Society of Perfumers 


Ladies Night will be inaugur- 
ated by the American Society of 
Perfumers in May. The association 
which has proved to be a most use- 
ful one as a result of its scientific 
discussions, planned at its recent 
meeting to hold such an affair. Dr. 
Alexander Aronowsky, chief chem- 
ist of the Reinitz Soap Corp., was 
unable to be present at the Febru- 
ary meeting on account of illness 
and therefore will give his lecture 
on the technology of toilet soap at 
the March meeting. The April 
meeting will be a closed meeting. 
Raoul Pantaleoni will talk on freon. 

At the February 28 meeting Paul 
Sandars was appointed a member 
of the executive committee to take 
the place of Albert Dillinger who 
was elected vice president at the 
previous meeting. The member- 
ship committee consisting of Her- 
bert Kainik, George Zirkel and 
Victor di Giacono and the ar- 
rangements committee consisting 
of Albert Dillinger, Jacques Mas- 
son and B. Thomas Bush, were 
also appointed. 


Fair Trade Toiletry Prices 
Rise 5.5; Others 5.8% 


A recent survey by the Bureau of 
Education on Fair Trade shows 
that the prices of fair-traded toi- 
letry products rose 5.5 per cent as 
compared to 5.8 per cent of non- 
fair traded products during the pe- 
riod from July 1 to December lI, 
1950. . 
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Reunion of old Antoine Chiris 
Men in Clifton, N. J. March 30 


A reunion of some of the men 
who were formerly connected with 
Antoine Chiris, Inc. will be held 
in Clifton, N.J. on the evening of 
March 30. The affair is being 
managed by William Dunney, Sr. 
of Ungerer & Co. Charles A. 
Swan of Norda Essential Oil & 
Chemical Co. is also active in the 
movement. 

Antoine Chiris, Inc., is one of 
the oldest Grasse, France, firms do- 
ing business in the United States 
and many of the executives in the 
essential oil industry here were 
connected with the company in its 
early days. At the suggestion of 
Charles Swan the reunion of 
the “alumni” was planned. 


More Penicillin Dentifrices 
on the Way 


As is generally known Andrew 
Jergens & Co. and Whitehall Phar- 
macal Co. are offering dentifrices 
in which penicillin is included in 
the formula on prescription. It is 
now reported that R. L. Watkins & 
Co. is testing such a dentifrice in 
the schools of New York. Bristol- 
Myers Co. has tried out an Ipana 
brand in Cleveland. Procter & 
Gamble Co. and Colgate-Palmolive- 
Peet Co. are supporting research 
on penicillin dentifrices in the Uni- 
versity of Louisville and the Uni- 
versity of Cincinnati. 


Philadelphia Pharmacy Alumni 
Honor Prof. H. P. Frank 


Dr. Harvey P. Frank, associate 
professor in pharmacy who has 
been a member of the faculty of 
the Philadelphia College of Phar- 
macy and Science for over 25 years 
was the guest of honor at the mid 
Winter alumni reunion dinner, 
February 23. 
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Flowers Flown from France 
for Fragrance Foundation 


Flowers flown especially from 
Grasse, France, representing the 
first blooms of Mimosa for the year, 
for the exhibit of the Fragrance 
Foundation in Grand Central Pal- 
ace arrived at Idlewild airport 
March 5. 

At the airport to receive the 
flowers were J. S. Wiedhopf, presi- 
dent of Parfums Ciro and former 
president of the non-profit Frag- 
rance Foundation and _ Benson 
Storfer, president of Parfums Cor- 
day, a director of the Foundation 
and Mrs. Miriam Gibson French 
coordinator. The flying time from 
the day the flowers were cut when 
they left France was 17 hours. The 
exhibit for which the special mi- 
mosa flowers were flown was an 
educational one lasting six days. It 
carried the theme “‘Fragrance— 
Breath of Beauty.’’ There was an 
historical display which featured 
perfume flacons dating back to an- 
cient Egyptian times about the 
sixth century B. C. A 12-ft. map of 
the world indicated the raw mate- 
rials used in the making of per- 
fumes and the sources from which 
they come. The Science section dis- 
played pictures of flowers being 
gathered and the extraction of the 
oils. The exhibit was flooded with 
constantly changing lights to inter- 
pret the moods of fragance. A 
small fountain diffused a different 
scent each day. 


Explosion Hits Heyden 
Resorcinol Plant 


An explosion of unknown origin 
partially destroyed the resorcinol 
plant of the Heyden Chemical 
Corp. at Garfield, N.J. on Febru- 
ary 26. 

Production schedules on other 
products were not affected in any 
way by the temporary loss of the 
resorcinol plant, according to John 
P. Remensnyder, president of He- 
den Chemical Corp. 


R. L. Watkins Co. Notes 85th 
Anniversary of Trademark Girl 


R. L. Watkins Co. Division, 
Sterling Drugs, Inc., notes the 85th 
anniversary of its lady on the 
Lyon’s Tooth Powder Trademark. 
She has been holding that position 
ever since 1866, shortly following 
the introduction of the product. 

Previously a tiger holding a 
toothbrush had been’ used, but 
lasted only a few months. At first 
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the product was made in the form 
of thin cakes scored in squares. 
The powder was introduced in 
1874. The signature of Israel Whit- 
ney Lyon, D.D.S., originator of the 
formula, is still on every package. 


Florasynth Holds New York 
Sales Conference 


Executives and sales staff mem- 
bers of the Florasynth Laborato- 
ries, Inc., recently held a dinner- 
sales conference in New York. The 


meeting was called by William 


ee 





Lower row 


TGA Changes Golf Tournament 


Date to May 14 


The date of the Cecil Smith Me- 
morial Golf Tournament of the 
Toilet Goods Assn. has been 
changed from May 18 to Monday, 
May 14, 1951. 


Prince Matchabelli, Inc. 


Increases Sales Staff 


Prince Matchabelli, Inc. has 
made four new appointments to its 
sales force. Miss rhyllis Fehn will 






Those present at Florasynth dinner sales conference were: upper row, left to right 
Jack N. Friedman, Robert O. deZemler, Ray 
Archie Payne, David E, Lakritz, Mrs. Charlotte Senior, William Lakritz 


Ross, Murray Simon and Fred Kromholz. 


and Joseph H., Fein. 


Lakritz, president. 

Also represented at the meeting 
were members of the more distant 
Florasynth branches. Current mar- 
ket problems and the company’s 
products were discussed. 


January Chain Store Sales 


Total $797,738,771 

January sales of chain stores 
totaled $797,738,771. Of _ this 
amount $207,062,422 was contrib- 
uted by food chains, $304,022,765 
by mail order, $17 409,722 by drug 
chains, and $269,243,862 by variety 
and miscellaneous firms. 


Scarcity Due to Hoarding, 
Purchasing Survey Finds 

Current scarcity of materials is 
due to hoarding, according to a 
survey made by Purchasing among 
1000 industrial purchasing agents. 

Only 17 per cent of the respond- 
ents believe anything short of allo- 
cations could stop hoarding. Pur- 
chasing men doubt the ability of 
NPA Order No. 1 to prevent 
hoarding and the growth of black 
markets. The order prohibits the 
accumulation of scarce materials in 
excess of “reasonable demands.” 


be representative in North Carolina 
South Carolina, Florida, Georgia, 
and Alabama; Hugh Hartnett 
the Northwest; Elmer “‘Al’’ Nelson 
in the Rocky Mountain States, and 
Lionel Share will represent Prince 
Matchabelli in California, Nevada, 
and Arizona, as well as those he has 
covered in the West for the past 
ten years. 


BIMS Elect Hart Harris, Jr. 
for Chairmanship 


BIMS of Boston elected Hart 
Harris, Jr., New England repre- 
sentative of S. B. Penick & Co., Inc. 
and New York Quinine and 
Chemical Works, Inc., to the chair- 
manship, succeeding Warren E. 
Johnson, who has been promoted 
to the New York office of U. S. In- 
dustrial Chemicals, Inc. E. E. Al- 
drich of Rexall Drug Co. was re- 
elected treasurer. 


Baray Pharmacal Starts 


New Swish Drive 

Baray Pharmacal Co., Brooklyn, 
N. Y. is introducing its new effer- 
vescent mouthwash product Swish 
in New York. A three-months drive 
has been started. 
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Samuel Rubin Endows Chair in 


Anthropology at Brandeis 


Samuel Rubin, president of Fa- 
berge, Inc., New York, N.Y. has 
added another worthy gift to his 
list of philanthropies. He has re- 
cently endowed the Samuel Rubin 
chair in anthropology at Brandeis 
University, Waltham, Mass. Mr. 
Rubin was one of the original 
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founders of the New York Univer- 
city Bellevue Medical Center. He 
served the cosmetic industry as 
chairman of the March of Dimes 
campaign for several years and has 
held a similar post for the Federa- 
tion of Jewish Philanthropies. He 
has also provided generous sup- 
port for Sydenham hospital and 
for the Institute for Research in 
Psychotherapy. 


Toilet Goods Assn. Convention 
in New York May 15-17 


Annual convention of the Toi- 
let Goods Assn. is scheduled for 
May 15-17, Waldorf-Astoria Hotel, 
New York, N.Y. Members who are 
planning to stay at the Waldorf 
are urged to make _ reservations 
now. 


New Cutex Spillpruf Bottle 
Welcomed by Trade 


Ihe new spillpruf bottle for nail 
polish shown for the first time by 
the Northam Warren Corp. at a 
luncheon in the Hotel Pierre, New 
York, March 13, has definitely 
made a hit with the trade. 

The bottle is so constructed that 
the contents will not run out if 
the container is accidently tipped 
over. There is ample time to right 
the bottle before any polish can 
drip out and spoil lingerie, dresses 
or mar rugs or furniture. An 
equally important feature of the 
new cutex bottle is the nail meas- 
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ure neck to assure a perfect mani- 
cure. As the brush is lifted from 
the bottle the nail measure neck 
measures out automatically the 
right amount of polish on the 
brush to cover the nail perfectly. 
The smeary look caused by too 
much or too little polish on the 
brush is thus eliminated. Further 
the polish itself is new, containing 
an exclusive ingredient enamelon 
to make it last longer, chip less 
and keep its gloss and color better. 


Cosmetic Makers Aid Hearn 


Beauty Secrets Show 


About 30 beauty demonstrators 
representing Revlon, Coty, Helena 
Rubinstein, Richard Hudnut, Len- 
theric, Elizabeth Arden, Dorothy 
Gray and Barbara Gould answered 
questions and made _ suggestions 
during the annual beauty secrets 
show of Hearn Department Stores, 
Inc. this month. Against a_back- 
ground of bubbling perfume foun- 
tains, spring flowers and music 
New York women were enabled to 
see and hear about almost every- 
thing new in make-up. 


Frank Dittrich chairman of 
Import Committee of E. O. A. 
Frank Dittrich has been ap- 


pointed a member of the execu- 
tive committee of the Essential Oil 





Frank Dittrich 


Assn. and is chairman of the im- 
portant import committee. He has 
been associated with Ungerer & 
Co. since 1942 and is now 
chief auditor and credit manager. 


Eppenbach Taken Over by 
Admiral Tool & Die Co. 


George H. Jantzen, president of 
the Admiral Tool & Die Co., Inc. 
has announced that his firm has 
taken over the manufacture and 
sale of Eppenbach emulsifying, 
mixing, homogenizing and grind- 
ing equipment under a licensing 
agreement. 


Avon Honors Roy Jones for 


50 Years of Service 


Roy Jones finished 50 years 
of Sani service with Avon 
Products, Inc., on February 26. 
That night at the Eureka Hotel in 
Suffern, N.Y., home of the Avon 
Laboratories, he was honored with 
a dinner attended by 50 Avon ex- 
ecutives and fellow employees, 





President John Ewald Presents Award 


many of whom had worked with 
him for 25 years or longer. The to- 
tal years of Avon service of the 
group attending the dinner was 
949 years. 

For many years Mr. Jones has 
handled important work in the 
essential oils division at Avon 
Laboratories. He is well known 
throughout the essential oil indus- 
try, and many of his_ business 
friends telegraphed their good 
wishes as Mr. Jones reached the 50- 
year milestone in his Avon career. 
John A. Ewald, president of Avon, 
presented Mr. Jones with a Tiffany 
mantle clock with the congratula- 
tions and appreciation of the Avon 
company. 


Donald Wilson, Dean of Essential 
Oil Industry, Dies at 87 


Donald Wilson, associated with 
Van Dyk & Co., Belleville, N. J. for 
over 30 years and prior to that in the 
essential oil business for 20 years, 
died at his home in East Orange, 
N.J., March 18 at the age of 87 years. 
He is survived by his widow and 
daughter. 


Treasury Secretary Favors 
20% Shampoo Excise Tax 


Extension of the 20 per cent cos- 
metic excise tax to shampoos with 

higher than 5 per cent sapona- 
cious ingredient has been proposed 
by Treasury Secretary Snyder. The 
proposal was made to the House 
Ways and Means Committee. 
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Druggists Urged to Push 
Cosmetics in 1951 


Increased promotional emphasis 
on cosmetics during 1951 is urged 
by the Federal Wholesale Drug- 
gists Assn. as a primary means of 
building more retail business. No 
serious materials shortages in the 
cosmetic field are likely this year, 
Frank M. Head, vice president of 
the merchandising division of 
United Cigar-Whelan Drug Corp., 
reported at the meeting in New 
York of the association early this 
month. He urged more open dis- 
plays and increased efforts in train- 
ing sales personnel. Pointing out 
that an increasing amount of cos- 
metic sales are going into other 
outlets he urged heavier sales pro- 
motion as the best course for the 
retail drug outlet. 


M. W. Parsons-Plymouth 
Makes Staff Appointments 


E. B. Twombly, Jr. and Philip 
D. Reed, Jr. have been appointed 
to the sales promotion staff of M. 
W. Parsons-Plymouth, Inc., New 
York, N.Y. They will also act as as- 
sistants to Herbert Bye, president. 


Dr. H. W. Zussman Lectures Be- 
fore Chicago Cosmetic Chemists 


Dr. H. W. Zussman of the Alrose 
Chemical Co. lectured on “The 
Foaming Properties of Surface Ac- 
tive Agents’ at the March meeting 
of the Chicago Chapter of the So- 
ciety of Cosmetic Chemists. 


Leeben Chemical Co. Acquires 
Interstate Color Co. 


The Leeben Chemical Co., Inc. 
has acquired the business of Inter- 
state Color Co., Inc. The firm will 
be located at 389 Wahington St., 
New York 13, N.Y. This associa- 
tion has brought together two of the 
oldest companies in the business. 
Leeben and its predecessors have 
been in the color business for more 
than 55 years while Interstate has 
been serving its customers for over 
30 years. The business will be re- 
named Interstate Color Co., Divi- 
sion of Leeben Chemical Co., Inc. 


A. J. O’Brien Heads Catholic 


Charities Cosmetics Division 


Arthur J. O’Brien, of Stern 
Brothers, has been appointed 
chairman of the Cosmetics, Per- 
fumes and Drug division of the 
Cardinal’s Committee of the Laity 
for Catholic Charities. Serving with 
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Mr. O’Brien on the committee are 
George F. Gardner, Druggists Sup- 
ply Corp.; Joseph A. Huisking, 
Fritzsche Brothers, Inc.; C. R. Kee- 
ley, Beauty Fashion; and A. E. 
Mullen, Avon Allied Products, Inc. 


Society of Cosmetic Chemists 
to Meet in New York May 18 


The regular semi-annual meet- 
ing of the Society of Cosmetic 
Chemists at which technical pa- 
pers will be read and discussed will 
be held in the Biltmore Hotel New 
York, N.Y., May 18. Dr. Donald H. 
Powers, Warner-Hudnut, Inc., 113 
W. 18 St. New York, N.Y. is chair- 
man of the program committee. 


John Dolibois Addresses 
Cincinnati Drug Group 


John Dolibois, executive secre- 
tary of the Miami University 
Alumni Assn. spoke at a recent 
meeting of the Cincinnati Drug 
and Chemical Assn. He related his 
personal experiences in interroga- 
ting top Nazis in World War II. 


Confectioners Hear Food and 
Drug Administration Chief 


Robert C. Stanfill, Chief, Phila- 
delphia District, Food and Drug 
Administration addressed a joint 
meeting of the Philadelphia group 
of the American Association of 
Candy Technologists and the Penn- 
sylvania Manufacturing Confec- 
tioners’ Association, in cooperation 
with National Confectioners’ Asso- 
ciation, March 28. 


Carter Products Inc. to Offer 
Chlorophyll Deodorant 


Carter Products, Inc., New York, 
N.Y. manufacturers of Arrid and 
other preparation is testing out 
Carto-Phyll, a chlorophyll breath 
and body deodorant. The tablets 
sell for 79 cents. 


Alfred McKelvy Testing a New 
Aerated Shaving Cream 

Alfred D. McKelvy, New York, 
N.Y., who created the Seaforth line 
of men’s toiletries, is testing a new 
aerated shaving cream, Presto- 
Shave, in ten cities. It sells for one 
dollar. 


Beauty Trades Show to be Held 
in New York August 26-28 
The annual beauty trades show 


will be held in New York August 
26-28. 





Would Take 1814 Hours to Talk 
With All at Drug Trade Dinner 


Every nook and corner of the 
big ballroom of the Waldorf-As- 
toria was pressed into service to ac- 
commodate the throng of executives 
in the drug, chemical and allied 
trades who came to the annual 
banquet of the DCAT Section of 
the New York Board of Trade on 
the evening of March 8. The 
speaker was Senator Everett M. 
Dirksen who stressed the impor- 
tance of the need for decision 
now in national and international 
affairs. Charles P. Walker, Jr., 
chairman of the section, presided. 
Harold C. Green was chairman of 
the program committee. 

It was the 25th annual dinne1 
since the section was founded by 
Percy C. Magnus. Early dinners 
were held in the old Waldorf As- 
toria when each man present got 
up and announced his name and 
company affiliation. From that 
humble beginning the annual din- 
ners have grown so that such a 
friendly procedure passed out two 
decades ago. In fact it has been 
computed that if a guest at the 
March 8 dinner spoke for only 
half a minute to each one present, 
it would take him 1814 hours of 
continuous talking to do so. 


Effect of Government Regulation 
to be Considered 


The effect of government regula- 
tion on commercial chemical devel- 
opment will be considered by the 
Commercial Chemical Develop- 
ment Assn. at its annual meeting 
March 21 in the Roosevelt Hotel, 
New York, N.Y. Representatives 
of the government and industry 
will speak. Anyone interested is in- 
vited to attend. 


Expanding Sales of New 
Permanent Wave Shampoo 


Donna Lo Co., St. Louis, Mo., is 
offering a new shampoo which in- 
cludes a permanent wave solution. 
It was introduced in St. Louis and 
sales are being expanded into the 
midwest and south. 


Michigan Chemists Listen to 
Talk on Essential Oils 


Percy Magnus, president of Mag 
nus, Mabee & Reynard, Inc., ad- 
dressed The Chemical and Allied 
Industries Assn. of Michigan at its 
February meeting. The topic of his 
lecture was “Essential Oils in the 
Drug & Chemical Industry.” 
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Plough Inc. to Open New Plant 
in June at Memphis, Tenn. 


\ whole week will be devoted 
to open house receptions when 
Plough, In. opens its new plant in 
june. The new plant will be occu- 
pied by executive and administra- 
tive offices, manufacturing and 
warehousing departments. A print- 
ing and box plant is on_ the 
premises. 


Paris Fair to Have Notable 
Display of Perfumes 


Perfumes will be among the 
products featured at the annual 
Paris Fair April 28-May 14. In ad- 
dition the exhibits will include 
packaging equipment. The exhibi- 
tion grounds are permanent and 
are situated about 20 minutes from 
the center of Paris, France. Exhibi- 
tors from 20 nations will display 
their wares. 


Among Our Friends 


RALPH LEWIS, formerly presi- 
dent of Harriet Hubbard Ayer has 
assumed his new position as vice 
president and general manager of 
Lucien Lelong, Chicago. 


SAMUEL YOUNG has been ap- 
pointed manager of syndicate store 
sales by Pond’s Extract Co. He has 





Samuel Young 


been affiliated with the organiza- 
tion for 14 years. 


DONALD R. THOMPSON has 
been appointed manager of the 
Products Department of the Califor- 
nia Fruit Growers Exchange, On- 
tario, Calif. He was graduated from 
the California Institute of Tech- 
nology as a chemical engineer in 
1927 and then joined the research 
department of the California Fruit 
Growers Exchange. In 1929 he 
joined the sales organization of 
the Products Department and has 
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held the positions of assistant to the 
manager, Western division manager 
and for the past four years, assist- 
ant manager. He succeeds Milton 
L. Chapman who has been man- 
ager of the Products Dept., since 
1944 who recently resigned to enter 
an activity which will be = an- 
nounced later. 


WALTER C. HANSEN has 
been appointed technical director 
of James B. Long & Co. Inc., Chi- 
cago, Ill. He was formerly research 
chemist for Swift & Co. and recently 
chief chemist for Morton Salt. He 
took his bachelor of science degree 
from the University of Wisconsin. 
In his past experience he has ob- 
tained a wealth of experience in 
food processing. He is a member 
of the American Chemical Society 
and the Institute of Food Technol- 
ogists. 


FERNAND R. TOURTOIS, 
special assistant to Philip Cortney, 
president of Coty, Inc., New York, 
N.Y. has been appointed director 
of research and development. 





Fernand R. Tourtois 


He is also chairman of the research 
committee. He has been with Coty 
since 1922. He is a member of the 
board of directors and his previous 
position was vice president in 
charge of production. 


SETON PORTER, chairman of 
the board of National Distillers 
Products Corp., and JOHN E., 
BIERWIRTH, president of the 
same company, have both been 
elected directors and members of 
the executive committee of U. S. 
Industrial Chemicals Inc., New 
York, N.Y. 


HUGO L. BELL has been elected 
vice president of Bourjois, Inc. Mr. 
Bell was for many years vice-presi- 
dent of Lehn & Fink, Inc. He will 
also serve as assistant general man- 
ager of Bourjois, Inc. E. Raymond 
Johnson has been appointed sales 
manager. 


JOHN HANCOCK chairman of 
the board of Lever Bros. Co. will 
be the principal speaker at the an- 
nual meeting of the American 
Assn. of Industrial Editors in the 
Benjamin Franklin Hotel, Philadel- 
phia, Pa., March 30. 


NELSON MILLARD assumed 
his new position of general sales 
manager of Harriet Hubbard Ayer 
Inc. March 5. He was associated 
with Women’s Wear for the past 
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year and prior to that was with 
Bourjois Inc. for 19 years where he 
was sales manager of department 
stores and drug stores. 


DONALD A. BLANCHARD of 
Schimmel & Co. Inc. New York, 
N.Y. and Miss Joan Kathleen Don- 
hue of Hewlett, L.I. were mar- 
ried in Hewlett, January 20. Mr. 
Blanchard served with the U.S. 
Army after he was graduated from 
McGill University, Montreal, and 
has been with Schimmel since his 
discharge in 1946. He went 
through all departments in the 
course of his training and is now 
a junior sales executive and active 





Donald A. Blanchard 


in both sales and sales promotion. 
Mrs. Blanchard an alumna of the 
University of Rochester is in the 
publicity department of Harper 
& Bros. Mr. and Mrs. Blanchard 
are making their home in West 
Hempstead, N.Y. 
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MEMO still expanding industry. 


Industries 





nea you'd like to know more about THE AMER- 
ICAN PERFUMER and how it can help you sell to 
this huge and expanding industry. It has changed 
tremendowsly since 1906 and THE AMERICAN PER- 


9 East 38th Street, New York 16, New York 
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IN 1906 THE AMERICAN PERFUMER ALREADY WAS HELPING CREATE A 
MARKET FOR YOU IN THE COSMETIC MANUFACTURING INDUSTRY. 


A“ today, THE AMERICAN PERFUMER can do a much better job for you. The past 44 
years has taught us much and given us a prestige and loyalty throughout the related 


industries we serve rarely enjoyed by any business publication. 


There is good reason for this. We've grown with the industry, learned what it wanted in a 
publication edited solely for their use. This is the experience that will help you sell aromatic 


chemicals, essential oils, raw materials, supplies, packaging materials, etc., to this huge and 


In the first year of its publication, THE 
AMERICAN PERFUMER set out to pub- 


to manufacturers = sseertnm 


that were needed by the research chem- 


ists, as well as other executives, in the 


tion of cosmetics. 


with a product = see 
to sell the Cosmeti¢, = 2. 


than ever, the research chemist is the 


man who recommends what materials 


He reads THE AMERICAN PERFUMER 


| Soap and Flavor senate cee 


because he gets 30% more editorial 
material concerning the cosmetic indus- 
try than any other paper gives him. He 


knows that more of its articles are ab- 


stracted in Chemical Abstracts. Finally, he knows the articles in THE AMERICAN PERFUMER 
are written by experts, by men who know the problems and needs of the industry. The 
technical material is not staff written, it is written by acknowledged experts who know what 


they write about and can give the industry the important data it needs. 


FUMER has kept abreast of these changes. Write today 
for your copy of “Important Data On The Cosmetic 
Market.” It tells you where it is, its size and gives de- 
tails on THE AMERICAN PERFUMER. 


THE AMERICAN PERFUMER & ESSENTIAL OIL REVIEW 


MEMBER ABC, ABP 


A MOORE PUBLICATION. There are nine others, including ADVERTISING AGENCY Magazine, each a leader in its field. 


The Only Primary Publication Devoted Exclusively To The Problems Of Manufacture & Distribution Of Perfumes, Cosmetics, Soaps & Flavors. 
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ADOLPH KOENIGSBERG has 
been appointed special sales repre- 
sentative of the flavor division of 





{dolph Koenigsberg 


Syntomatic Corp. He is well known 
throughout the flavor field with 


which he has been associated for 


25 years. 


R. SMITH SCHENK has been 
elected president of the Sun Tube 


Corp. Hillside, | a Bristol My- 
ers Co. subsidiary. 


ROBERT B. COOMBS _has 
joined the sales staff of Steiner Plas- 
tics Mfg. Co. Inc. which is now 
operating two plants. 


WHITE OIL 


This oil has been the standard for many of America’ 


oldest cream manufacturers since their origin. It is water- 


white and crystal-pure . . 


U.S. P. Acid Test and free of fluorescence . . 
refined for the cosmetic industry and as pure as a mineral 
oil can be made. Because of its extra lightness you should 


specify it for the soft, light, fluffy creams demanded today. 


Other mineral oils of heavier body if desired. 


. odorless and tasteless . . . of 


DANIEL BEYER, son of FRED 
BEYER, executive vice president 
of P. R. Dreyer Inc., New York, 
N.Y. has been critically ill and for 
that reason has been unable to con- 
tact his many friends in the trade. 

ARTHUR HENRICKSEN who 
has been associated with the essen- 
tial oil industry in an executive 
capacity for many years is now on 
the staff of Albert Verley & Co., 
New York, N. x 


EARL N. FELIO has been 
elected treasurer and assistant sec- 
retary of the Cogate-Palmolive-Peet 
Co. He has been connected with 
the company for 26 years and has 





Earl N. Felio 


s very 


. especially 


been assistant treasurer and gen- 
eral credit manager since 1949. He 
was born in Niagara, Wisc. and re- 
sides in South Orange, N.J. He is 
widely known in the credit field. 


Obituary 


Martin F. Schultes 

Martin F. Schultes, founder of 
the BIMS and for many years as- 
sociated with the Hewitt Soap Co. 
died while vacationing in Naples, 
Florida, March 6. A few years ago 
on the eve of the annual Winter 
banquet of the BIMS, he suffered a 
heart attack; and since then he had 
taken things in a more leisurely 
fashion, spending more time in 
mild recreation. Although he re- 
tired as chairman of the BIMS he 
continued active in its affairs. 

He is survived by his widow, a 
son, Leonard, and two brothers. 

Mr. Schultes was probably the 
best loved man in the allied indus 
tries and his friends were legion. 
He had the ability to radiate 
friendliness and good fellowship 
and did much in an indirect way 
because of this to improve relation- 
ships between different groups in 
the industry. 





PLYMOUTH PETROLATUMS U.S. P. 


All Petrolatums are refined and straight filtered from 
Pennsylvania Crude. None are acid treated and all are 
long fiber and of U.S.P grades. 

Both soft, low melting point consistencies and pharma- 
ceutical grades . . 


the drug and cosmetic industry. All grades are offered 
from Snow White to Amber. 


. as well as the regular grades for 


A Complete LINE OF COSMETIG RAW MATERIALS 


_M. W. PARSONS-PLYMOUTH, Inc. 





& Essential Oil Review 


March, 1951 235 











aris 
e 
International 


-_ | 





Ys 


air 





—_ . FOUNDED 1904 
Y =U } | 
\i\ | 
( 
———$—, * 
SN | 
tham a ‘\ over 10,000 
Y exhibitors | 
AA | 
ian 4 9 
; Kank | from France APRIL 28 to 
fl and abroad! MAY 14 
Y Low i 


\\ — oa » Pare de la Foire de Paris 
I 


Porte de Versailles 


\\ y 
w | 
SS ir | Paris 
ft - Special sections for per- 
- A pol fumes, cosmetics, packag- 
] ff ; | 
oy 


ing and raw materials. 


INFORMATION 





| 
ono | French Chamber of Commerce of the United Siates 
| 630 Fifth Avenue + New York 20, New York 


236 March, 1951 The American Perfumer 


George H. Burnett 


George H. Burnett, former pres- 
ident of the Flavoring Extract 
Manufacturers Assn. and formerly 
head of the Joseph Burnett Co. of 
Boston until its sale to the Ameri- 
can Home Products Corp., died 
February 14 in St. Croix, Virgin Is- 
lands. After the business was sold 
\lr. Burnett retired to the Islands 
for the leisurely life afforded there. 
He was born in Southboro, Miss. 
and was educated at Harvard Uni- 
versity. During his active business 
years he served on the alcohol tax 
committee of the F.E.M.A. and 
was a strong advocate of a tax dif- 
ferential between alcohol for in- 
dustrial and bevarage purposes. 
Formerly he was a director of the 
Second National Bank of Boston. 
He is survived by his wife, a son 
and a daughter. 


William T. Rawleigh 


William — T. Rawleigh, 80, 
founder and part owner of the W. 
T. Rawleigh Co., died January 23 
at Freeport, Ill Mr. Rawleigh 
made a multi-million dollar fortune 
by sending wagons loaded with va- 
nilla extracts, patent medicines, 
spices, and other packaged prod- 
ucts to isolated rural homes in pre- 


automobile days. His concern even- 
tually expanded across the Cana- 
dian border and overseas. In 1895 
he incorporated his company, but 
remained at its head. The firm 
built a factory in Freeport, Ill, in 
1899 and enlarged several times. 
Branches were set up elsewhere in 
the United States as well as the 
British empire. Until recent 
months Mr. Rawleigh remained 
active manager of the company, 
which is internally owned. Surviv- 
ing are two daughters. 


John A. Hubsmith 


John A. Hubsmith assistant to 
the president of van Ameringen- 
Haebler Inc. New York, N.Y. died 
in New Rochelle, N.Y. February 
11 after a two months illness. He 
was 47 years old. As an executive 
of van Ameringen-Haebler Inc. his 
interests were manifold, including 
sales and promotion of both the 
perfume and flavor divisions of the 
company; he also served as liaison 
between van Ameringen-Haebler, 
S.A.R.L. of France and the parent 
company. His earlier business asso- 
ciations were with the Loft Candy 
Co., Park & Tilford as a director, 
production and plant manager and 
with Revlon Products Corp. as pro- 
duction and plant manager. He 








was actively interested in music 
and sports. He is survived by his 
mother, his wife, two brothers and a 
son and a daughter. 


Leopold P. Schonwarld 


Leopold P. Schonwarld of the 
Verodor Essential Oil & Cosmetic 
Co., New York, N.Y. died recently 
at the age of 61 years following a 
prolonged illness. In 1938 he came 
from Budapest to America to es- 
tablish the former Hungarian firm 
in this country. He conducted the 
business jointly with his wife who 
will continue the business. 


Samuel H. Williams 


Samuel H. Williams former 
chairman and president of the J. 
B. Williams Co., Glastonbury, 
Conn. died recently. 


Fred W. Binder 


Fred W. Binder, president of 
sinder Bros., Inc., Yankton, S. D. 
died February 14. 


Mrs. Alice W ynne 


Mrs. Alice Wynne, wife of Wal- 
ter Wynne of Givaudan-Delawanna 
Inc., died from a cerebral hemmor- 
hage January 23. She is survived by 
her husband and a daughter. 


FSELELELESE EE ESE ESE EL EEE LEC EEE CEL ESET EL EEE EES ETSY 


Use 


NORTHWESTERN 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 


Butyrate sold in this country has been man- 


THE 


LARGEST MAKERS OF BUTYRIC 


of our product. 


ETHER 


ufactured by us — proof of the fine quality 


IN THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


INCORPORATED 


1882 


WEST CHICAGO, 


ILLINOIS 
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for fine 
astringents 
of uniform 
excellence, 
remember 


that name... 


REHEIS 





FINE 
CHEMICALS 


REHEIS COMPANY INC 
BERKELEY HEIGHTS, NEW JERSEY 
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WE CAN SUPPLY 
THE FOLLOWING BOOKS 


Chemical Formulary (Bennett) IX ................ 7.00 
Condensed Chemical Dictionary 1950 edit. ........ 12,00 
Cosmetic Dermatology (Goodman) .............- 7. 

Drug & Specialty Formulas (Belanger) ........... 6.00 
Emulsion Technology—a symposium .............. 6.50 
The Essential Oils (Guenther) Vol. 1 ............ 6.50 
The Essential Oils (Guenther) Vol. II .......... 12.00 
The Essential Oils (Guenther) Vol. III .......... 12.00 
The Essential Oils (Guenther) Vol. IV ............ 12.00 
PRE TOON) -Snsaccbicderdaseeuccasseaddavous 3.50 
Fundamentals of Detergency (Nevin) ............. 6.50 


Hanley’s 20th Century Book of Formulas, Processes 
ie PE ED win bcd wuice ns dcecas dans cnneecees 4.00 


How to Make and Use a Small Chemical Laboratory 1.00 


Introduction to Emulsions (Sutheim) ............ 4.75 
The Law of Foods, Drugs & Cosmetics (Toulmin) 

One large volume, 1460 pages ...............05: 17.50 
Modern Cosmeticology (Harry) ................. 12.00 
Modern Cosmetics (Thomssen) ............00005: 8.00 
Natural Perfume Materials (Naves and Mazuyer)... —_7.50 
Perfumery Synthetic Isolates—Paul Z. Bedoukain 

DG S dS DSW TARDAESD ENS R KENMORE SBAR KER eE CRASS 7.00 
Perfumes, Cosmetics & Soaps (Poucher) 

Vol. I Raw Materials Dictionary ............ 10.00 

II Production of Perfumes .............. 10.00 
Perfumes & Spices (Verrill) ........cccccccccccess 3.75 
Pharmaceutical Selling, Detailing & Sales Training 

oo ee re er ee reer re 5.00 
Practical Emulsions (Bennett) ................... 3.50 
Principles & Practices of Beauty Culture (Wall) ... 6.00 
Science & Art of Perfumery (Sagarin) ............ 3.00 
Soaps & Detergents (Thomassen & McCutcheon) .. 9.00 
Seles TamGbeek. (Patsy) .cncccscvcccccsscccccces 6.50 
Surface Active Agents (Schwartz & Perry) ........ 10.00 
Synthetic Food Adjuncts (Jacob) ................ 6.25 
is ae, III TREE hoist ee ceases cececuedcs 25.00 


Send remittance with your order 
Foreign postage extra 


Book Department: 
MOORE PUBLISHING CO. 
9. E. 38th St., New York 16, N. Y. 
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Market Report 








Confusion Follows Price Freeze 


“ARKETS _ generally were 

highly confused because of 
economic controls which _ estab- 
lished ceiling prices on 2 long list 
of essential oils and aromatic 
chemicals. The order called for 
ceilings to be established at the 
highest sale prices in force during 
the base period December 19, 1950 
and January 25, 1951. Conse- 
quently the order created a spread 
in maximum sales levels since the 
maximums were to be established 
on the basis of individual sales. 

Just prior to the time prices were 
frozen, California Fruit Exchange 
boosted its selling prices of cold- 
pressed and distilled orange oils to 
2.25 and $l per pound, respec- 
tively. Orange oil is one of the 
most popular flavoring materials 
in the cirtus oil group. The Ex- 
changes’ new price of $2.25 com- 
pares with a quotation of $1 per 
pound a year ago. 

The series of advances that have 
taken place in California orange 
oil reflected steadily rising costs 
and the complete reversal in the 
price trend of Florida orange oil. 
For more than a year the low prices 
at which Florida orange had been 
selling proved to be a highly dis- 
turbing influence upon the gen- 
eral position of the market. 


Ceilings Bring Complications 


Ceilings will undoubtedly bring 
more complications — particularly 
with regard to imported oils where 
shipping show indications of ad- 
vancing beyond domestic resale 
prices. One of the first such prob- 
lems to develop was in the case of 
bergamot oil from Italy. The Con- 
sortium in Italy announced that its 
February price for bergamot oil 
would be fully $1.20 per pound 
over its January price. This imme- 
diately caused a problem among 
dealers here who found it would 
be impossible to pay the sharply 
higher replacement cost and still 
be able to resell the article at max- 
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imum sales prices established dur- 
ing the base period. Italy is the only 
supplier of bergamot oil and there 
is nothing in the overall statistical 
position of the market that would 
indicate any willingness on the 
part of the Consortium to make 
price adjustments in favor of 
American buyers. Bergamot is an 
important perfume oil. 


High Replacement Costs 


High replacement costs and 
shortages will bring similar prob- 
lems in a great many other articles. 
In one or two directions there was 
an indication that dealers would 
continue to adjust their selling 
schedules to reflect higher costs 
pending clarification of the pricing 
order. Many of the oils are highly 
important to the defense program 
particularly those that are used in 
pharmaceuticals, medicinals and in 
the manufacture of synthetic vita- 
mins. 

Practically all essential oils have 
felt the effects of the growing ten- 
sion brought about by the interna- 
tional situation. This has been ac- 
centuated in some directions by 
shortages of supplies and a general 
desire on the part of shippers at 
primary centers to mark time in 
anticipation of better prices. 


Essential Oil Price Freeze 


Because of the steadily rising 
trend in shipping prices the freez- 
ing order caught many of the oils 
at the highest price levels in several 
years. Prior to 1950 oil prices had 
been declining at such a rapid rate 
as to discourage distillation. 


Anise and Cassia Scarce 


There appears to be little hope 
for any easing in anise oil or cassia. 
Unless replacements from China 
are possible these oils will be vir- 
tually unobtainable once spot 
stocks are exhausted. 





With the strong possibility of 
China remaining cut off as a sup- 
plier of menthol, and Japan hav- 
ing sold virtually all exportable lots 
from its last crop, the longer term 
outlook in this article is regarded 
as strong. Incoming shipments 
from China against purchases 
made prior to the Korean war have 
been exceedingly heavy. During 
the period July, 1950 to early Jan- 
uary a total of approximately 6,647 
cases or 190 tons arrived here, and 
in the closing weeks of January 
the receipts continued very heavy. 
Once this material is consumed, 
however, the market is likely to de- 
velop renewed strength. Another 
new crop period in Japan will not 
arrive until late October or early 
November, and it is still rather 
early to obtain a clear picture as to 
the size of the Brazilian crop which 
should be available for April 
shipment. Barring unfavorable 
weather conditions, a yield of about 
375 tons of peppermint oil is ex- 
pected in Brazil which should re- 
sult in a production of between 
150 to 175 tons of menthol. 


Rosin and Glycerine 


Due to the importance of rosin 
in connection with the mobiliza- 
tion program the Office of Inter- 
national Trade will check exports 
closely. Up to a month ago there 
had been a substantial demand for 
rosins for shipment abroad. Produc- 
tion is virtually at a standstill be- 
cause of weather conditions and 
new production will not get under- 
way until April. 

Prices on crude glycerin eased 
somewhat on fears of a rollback in 
prices and a continued absence of 
any real buying support. Major re- 
finers have been resisting the high 
prices quoted for crude explaining 
that they could not afford to sell re- 
fined material at former prices and 
pay fancy prices for crude mate- 
rial. 
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DEPENDABLE 
COSMETIC COLORS 


} 

| Our perfumers offer a new perfume line of ex- 

| cellent quality oils at $9.00 per pound. These ex- 

| otic French type perfume oils will answer your 
seasonal problems. Ask for our leaflet Series 

| No. 500. 







TAMBORINE EVENING FANTASIA 







CERTIFIED D & C 
















MOSS HUE ARABIAN NIGHT LO-MICRON 
OLD SPICE PIQUANT JOCEY CLUB THOMASSET QUALITY COLORS 
Samples sent on request CE 


Why pay increasing prices when you can obtain equally 
high quality replacements at reasonable prices. 






tom “The Talc House” 
Call ou Whittaker 





















We offer you— 

HYDROXY-CITRONELLAL ‘S”’ 

OIL GERANIUM ALGERIAN TYPE NO. 50 
RHODINOL A-99C 

OIL SANDALWOOD “Ss” 

| VETIVERT ACETATE “MV” 

HEADQUARTERS FOR TERPENES, 
SPANISH OAK MOSS RESIN 


SPANISH GUM LABDANUM 
FRACTIONS, AND RESIDUES. 









TALCS FOR 


Face Powders, Baby Powders 
Barber Supplies, Body Powders 
Creams, Lotions, Pan Cake 
Rouge, Liquid Powder 





et 












wg 
| B er | e W/ HITTAKER | 
CHEMICAL PRODUCTS, INC. H =©6 CLARK & ae REPS 
359 West Broadway a eae New York 13, N.Y. 5 DANIELS, INC. New York 13, N. Y. | 


HANDMADE 


Absolute French Perfume Bases. PERFUME BOTTLES 


All of the Most Popular Types with inside thread and goldplated Metal Stoppers 


Series 300 Oils | ia ‘sods iibedian manne, — | 
Water Soluble Perfume Oils | . A : 
Exquisite Perfumes in Bulk 





Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 
consulting Department is always at your service. 
We also service you with beautiful GOLD finish and Frost on your bottles, 


EK. M. Laning Company prompt and reliable. Inyuiries invited. 


KENBURY GLASS WORKS 


433 Stuyvesant Avenue Irvington 11, N.J. 38 West 32nd St New York 1, WN. Y. 





JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: * Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 
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PRICES IN THE NEW YORK MARKET 








(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Cinnamon oil, Bark ...... 35.00@ 50.00 Lovage (oz.) ...... ... 10.00@ 12.00 
i (0s Ks newaededeesens 1.75@ 2.25 ME weteetieedidcdesixe $50@ 4.75 
; . : Citronella, Ceylon .... ... 245@ 2.70 Marjoram ......... . 3.75@ 4.50 
All prices per lb. unless otherwise speci- ae tee e i acirad 2.65@ 3.25  Neroli, Bigarde P......... 85.00@ 95.00 
fied. POD vcdevenckeunns 2.55@ 2.75 Petale, extra NF ... 155.00@180.00 
Cloves, Zanzibar .......... 2.85@ 3.00 a ee $40@ 5.75 
Almond Bit, FPA per Ib. . 3.75@ 4.50 Madagascar ............ 300@ 3.10 Ocotea Cymbarum ........ 85@ 1.00 
Sweet True ...... , 654 90 CNEL .d6a sn ccdew ces ... 2.50@ 3.00 Olibanum ....... zs . 5.30@ 7.00 
Apricot Kernel .......... 55a .60 Coriander ....... ........ 30.00@ 35.00 Opopanax ....... P a $2.50@ 47.00 
 Peeerere ; . La 1.90 Croton ..... ~ .. 5.00¢0 6.20 Orange, Florida .......... 185@ 2.10 
Angelica Root ........ .150.00@ 190.00 CE vncedcees nnenekes 5.50@ 6.25 Brazilian .... ‘ . 150 Nom’ 
i Cem Oy aviccccesws 2.25@ 2.55 Dill i ee a5.aex: ee 
Aspic (spike) Span ..... 145@ > 1.65 WON seus. Tee .- 485@ 5.35 RIE cvs eskevetcans 1.00@ 
ee eee . 110@ 1,50 I at enc: . 650@ 7.80 Orris Root, abs. (0z.) . 65.00@ 70.00 
Pe nah ius sataace .- 135@ 185 Erigeron ... eee - 3.75@ 6.00 Artificial ....... aites 36.00 Nom’] 
NE « vasacenionet ..» 8.00@ 8.50 PD patackaven ewes 130@ 1.55 Patchouli ......... . 24.00@ 26.00 
Artificial ....... ‘ . 385@ 5.25 Fennel, Sweet .. 300@ 3.50 Pennyroyal, Amer. ....... 4.10 Nom’ 
Birchtar, crude le an ad 1.65 Nom’! Garlic DE xeavaewnebaued 7.50@ 8.00 European ee wield 5.25@ 5.85 
Birchtar, rectified . .. 475@ 5.00 eer ee 165@ 1.90 Peppermint natural . ... 8.00@ 8.35 
Bois de Rose ......... ... 490@ 5.75 Geranium, Rose, Algerian . 25.00@ 30.00 DIO Fa hae viesacées 8.35@ 8.85 
SS eee ‘ 40a .60 ER eeacan dues weds 26.50@ 32.00 WUT dec ces ewwace des 3.50@ 4.00 
Cajeput U.S. P...... . 2.65@ 2.85 (|) cccccees COCR 1088 Pimento, Berry .......... 4.25@ 6.00 
Cajuput (technical) . .. 2.10@ 2.50 COO vcanenss .--++ 22,.00@ 25.00 OS COE CTC CCC Ee ... 2.00@ 2.60 
CORD vesvccees weeeeee 20.00@ 25.00 Guaiac (Wood) .......... 190@ 2.20 Pinus Sylvestris ...... . 2.65@ 2.85 
Camphor “White” ...... .50@Nom’l DCL eircibiKedavecae 2.50@ 2.80 PONE we ccnctaes .. 300@ 3.25 
Cananga, native .......... 5.70@ 6.25 Juniper Berry veosew Gamee Se Rose, Bulgaria (0z.) ...... 35.00@ 60.00 
CE vce see vibes ees 6.75@ 8.75 Laurel leaf ... . 400@ 4.85 Synthetic, Ib. ........... 22.00@ 28.00 
eee ceccesce SG Gale Pee Cere cscecee SSG SHS Rosemary, Spanish .......  .95@ _ 1.25 
SNE Veccenranwa eden 60.00@ 85.00 Lavender, French ........ 1.50@ 10.00 Sage, Spanish ..... os LI 2 
CIE cen dewneeseneues 10.00@ 48.00 Lemon, Calif. ..... .- 425@ 4.50 Sage, Dalmatian .......... 14.00@ 15.25 
Cassia, rectified, U.S. P... 5.00@ 6.25 Italian ..... eacessee: ee oe Sandalwood, N. F. ........ 12.00@ 12.85 
Cedar leaf U.S. P. ........ 3.25@ 3.50 Lemongrass .......... ... 5.00 Nom’ Sassafras 
SE WOOD cavecncccvess 55@ 85 Limes, distilled .......... 6.50@ 7.00 Re dliveccnnkeecae 85@ 1.25 
DN: + e0c ce eicauade due 17.00@ 17.75 Expressed ... . 10.50@ 13.75 Natural, dom. .... 200@ 2.15 
Chamomile Hungarian ... .250.00@280.00 Linaloe wood ............ 3.80@ 4.25 Snake root ........... ... 31.00@ 35.00 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO.,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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"with the new “Unique” 
Krim-ko COLLOID Agents! 


Krim-Ko’s newest developments in sea-plant 





derivatives should be checked by all chemists 
who are interested in improving and controlling 
their products. Remarkably good results have 
been achieved in the application of these im- 
proved colloid agents in the food, pharmaceutical, 
cosmetic and industrial fields. They have proven 
an effective solution to a wide range of gelling, 
thickening, suspending and stabilizing problems. 


Definite KRIM-KO Advantages 
Dependable Uniformity 


Krim-Ko's controlled processes plus Krim-Ko's unique 







. 
° 4 e » and dependable sources of raw materials make 
ad .* possible a complete assurance of continuous, reli- 
= o° able uniformity. When you utilize Krim-Ko Colloids 
e = e® you know that year after year you will always get 
. 


an agent of the same characteristics—thus aiding 
you in maintaining uniformity in your own products. 


Custom-made to Fit Your Needs 

The range and variety of Krim-Ko Colloids is so 
wide—and the manufacturing processes are con- 
trolled so accurately—that Krim-Ko can assure you 
colloid agents that meet your own particular re- 
quirements exactly! Actually—Krim-Ko Colloids are 
custom-made to your specifications. 


Dependable Source of Supply 
Regardless of world conditions—and possible future 
restrictions on supplies and imports—KRIM-KO offers 
you a U. S. source of supply upon which you can 
always rely. 





Tested, Approved and Used 

by Many Leading Companies 

Many of this country’s leading manufacturers and 
processors are successfully using KRIM-KO Colloids. 
Krim-Ko's Colloids have met the most severe com- 
petitive tests—and won acceptance on the basis of 
proven advantages. 


Laboratory Service Available — 
Without Cost or Obligation 


Krim-Ko maintains a complete well-staffed labora- 
tory devoted exclusively to the solution of problems 
in this field. Here continuous research on colloid 
agents is carried on — assuring you access to the 
latest developments. If you have a problem involv- 
ing emulsifying, thickening, suspending or stabilizing—send it on to 
us. Our laboratory will make their recommendations in confidence— 
without obligation or cost. Or if you prefer—we will send you working 
samples for your own laboratory. Write today. 








SEAPLANT PRODUCTS DIVISION 
NEW BEDFORD, MASS. 
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NYA 
RISING COSTS AND SCARCITIES 


of raw materials most likely have 







caused you much concern. 


May we suggest that you investigate 
the possibilities, and economies found 
in our products: 


Lavendone 
Rosanthol 
Horianol 
Hydroxal 


SERVICE PRICE 
NEW YORK AROMATICS CORP. 


Essential Oils — Aromatic Chemicals 
Perfume Bases 




























QUALITY 
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New York 7, N. Y. 
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Dee iv. csinidccvidcccees 5.45@ 5.60 MGS GS ccdcicivcvns 9.00@ 11.00 Ethyl Benzoate .......... 85Q@  .90 
SPrUce cee seeeeeseeeeeeees 2.50@ 2.75 Ge Gevctascndeciaascanadi 17.10@ 17.30 Ethyl Butyrate ........... 80@ = 95 
Sweet birch Southern ..... 2.50@ 3.75 Ee Giecudeeeanuaseeese 8.00@ 8.35 Ethyl Capronate .......... 2.20@ 3.15 
NE Sbveaccecusawni 5.00@ 8.00 GPP htdieidianacdsecdans 19.25@ 22.00 Ethyl Cinnamate ......... 2.45@ 2.80 
Tamsy .sesceeceeseesseees 8.60@ 9.00 Ge se caleckcanccaues 15.75@ 16.50 Ethyl Formate ........... 65@ 75 
Thyme, red ...........4.. 2.15@ 2.85 C 14 (Peach so-called) .. 7.00@ 7.50 Ethyl Propionate ......... 20@ 1.00 
White ........eeeeeeeee 2.50@ 2.90 C 16 (Strawberry so-called) 6.25@ 7.10 Ethy! Salicylate .......... 95@ 1.10 
\ alarian, Eee 75.00@ 88.00 Se ee 604 10 Ethyl Vanillin ............ 6.75@ 6.80 
Vetivert Amyl Butyrate ........... 100@ 1.25 Eucalyptol .............. 2.50 Nom’ 
ME S00 idwedvdeeses 22.00@ 25.00 Amyleinnamic Aldehyde .. 2.00@ 2.40 EE acicuackecnsen 3.35@ 4.25 
FOU neaddscccvtcceeesce 25.00@ 27.00 Amyl Formate ........... 100@ 1.25 GOVGRGEn, GO csi cccee: 2.75@ 3.25 
Bourbon ttateeeeeeeeees 25.00@ 30.00 Amyl Phenylacetate ...... 3.75@ 4.10 Geranyl Acetate .......... 345@ 3.60 
Wintergreen, Southern .... 3.50@ 14.00 Amyl Propionate ......... 125@ 1.60 Geranyl Butyrate ......... 5.80@ 6.10 
PRUNE sadecucedecias 6.254 17.25 Amyl Salicylate .......... 95@ 1.10 Geranyl Formate ......... 5.50@ 6.10 
Wormseed  ......seeeeeeee 1.60@ 7.80 Amyl Valerinate .......... 2.00@ 2.50 Guaiae Wood Acetate ...... 1.65@ 5.00 
Wormwood .............. 1.00@ 7.25 DE eG ewaawenkewas 185@ 2.00 Heliotropin, dom. ........ 3.10@ 3.90 
Ylang Ylang, Bourbon .... 16.50@ 23.00 Anisic Aldehyde .......... 2.55@ 2.70 Hydrotropic Aldehyde .... 6.30@ 6.85 
Haitian .........eeseees 12.85 Nom’l Anisyl acetate ............ 5.85@ 6.00 Hydroxycitronellal ....... 8.90@ 9.50 
Benzyl Acetate ........... .10@ 85 Baek, C. PB. .dcccccccccese OCS TO 
Benzyl Alcohol .......... 73@ ~~ 80 lonones 
TERPENELESS OILS Benzyl Benzoate .......... 20@ 1.00 BS ev ecdewecdenesas 8.50@ 10.25 
Benzyl Butyrate .......... 2.00@ 2.35 Sawa cénaded secon. 6.90@ 8.50 
cceckedteavsabwaneane 2.65@ 2.90 Benzyl Cinnamate ........ 3.30@ 3.60 DINED ccidwineudnwns 165@ 1.80 
PE wcicndnuewekh wes 17.00@ 18.50 Benzyl Formate .......... 2.00@ 2.30 Iso-butyl Acetate ......... 100@ 1.75 
GOUINUEE cecancsccudeene 30.00@ 38.00 Benzophenone ........... 158@ 1.80 Iso-butyl Benzoate ........ 1.15@ 1.75 
DE. Gsecaesonseceses 8.00@ 10.50 Benzyl-Iso-Eugenol ....... 9.75@ 10.00 Iso-butyl Salicylate ....... 2.15@ 3.00 
DOOD: wid cuvucdncconceus 16.00@ 50.00 Benzyl Propionate ....... 160@ 2.20 PANE ~ sca casacadwess 4.10@ 4.60 
CM ciancebenelansd 80.00@ 90.00 Benzyl salicylate ......... 190@ 2.10 SINE iccccdwanccwans 2.10@ 2.80 
RE Nceccndvecacces 60.00@ 62.00 Benzylidene Acetone ...... 2.00@ 2.75 DNs cadeducconcenoas 6.35@ 6.65 
Orange sweet ........c000. 120.00@155.00 OS Se ee eee 5.75@ 6.35 Linalyl, Acetate 90% ..... 6.40@ 6.75 
DOME cc eeccneesunne 15.00@ 15.25 Butyl Acetate, normal .... .1444.@ .15% WP adetadioveskavaues 4.00@ 4.35 
DIE -ad¥ ce Keeéacadees 5.35@ 6.40 Cinnamic Alcohol ........ 3.10@ 3.75 Linalyl Formate ........ 12.00@ 12.60 
DOPE A cexecccuccceess 8.00@ 10.00 Cinnamic Aldehyde ...... 1.25@ 1.40 Linalyl Propionate ....... 10.80@ 11.15 
Cinnamyl Acetate ........ 3.75@ 4.50 WII ou oe Sia cacanos xa 14.25@ 14.50 
GR GOR e cccndedecucwes 6.50@ 7.25 Methyl Acetophenone .... 150@ 1.90 
DERIVATIVES AND CHEMICALS COI eee caciccececss 3.60@ 3.90 Methyl Anthranilate ...... 3.00@ 3.80 
Citronellyl Acetate ........ 4.35@ 5.40 Methyl Benzoate ......... 60@ 1.00 
Acetaldehyde 50% ........ 2.15@ 2.50 Citronellyl Butyrate ...... 6.10@ 6.75 Methyl Cinnamate ........ 1.75@ 2.25 
Acetaphenone ............ 1.60@ 1.80 Ce i ceueeceiscawas 3.00@ 3.50 Methyl Heptenone ....... 7.15@ 8.00 
SS ee eee 2.00@ 2.35 Cuminic Aldehyde ........ 5.90@ 6.35 Methyl Heptine Carbonate 45.00@ 60.00 
Oe Cocnrvwciveuvsnecees 13.00@ 14.10 Diethylphthalate ......... A@ AS Methyl Naphthyl Ketone .. 3.25@ 4.75 
Se Sateceeevedecucanue 2.00@ 2.30 Dimethyl Anthranilate .... 5.50@ 5.90 Methyl Phenylacetate ..... 130@ 1.85 
OG Oe Wedivedieraencunnes 14.50 Diphenyl Methane ....... 115@ 1.40 Methyl Salicylate ........ 55@ 80 
Ry EE ddaasduuasauvevesen 2.30@ 2.65 Ethyl Acetate ............ 30 Nom’ Musk Ambrette .......... 5.60@ 5.85 
BENJ. FRENCH, INC. 
Essential Orb Aromatic Chemicals 
sentia (3 romatic emica 
DESCOLLONGES 
PRODUCTS 
CASSIE S. Y. 
' A powerful and lasting Cassie odor, useful for many 
| purposes including soap, in which it is very stable. 
; BITTEROL 
An inexpensive compound which possesses the somewhat bitter, 
green odor characteristic of many flowers. 
160 FIFTH AVENUE NEW YORK 10, NEW YORK 
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sm, for UNIFORM PURITY 
A) 2 UNIFORM TEXTURE 
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C oNsoLiDATED 
Established 1858 FRUIT JAR CO. | 


NEW BRUNSWICK, NEW JERSEY 







SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 





Experimental data and prac- 
















; tical manufacturing experience of nearly 
> MASCARO 3 Bo 100 years’ specialization in beeswax and beeswax 


SUPPOSITORIES . os tia 4 3 ; eee ae pe sae ae without a or 
7 PTIC PENCILS aE : obligation. Write about your beeswax problems to 
a P TnMDAI 4 WILL & BAUMER CANDLE CO., INC., Syracuse, 
See Wats foe y ipaebee rn N. Y. Est. 1855 


» 


~ 
Anette 


> 
ns 
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Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 








‘| The 
i | FUNDAMENTALS 
ng of DETERGENCY | 


PACKAGES | by William W. Niven, Jr. 


Midwest Research Institute 











54 WEST 147TH STREET, NEW YORK Il, NEW YORK e . 4 ° 
TEL: OR.5-0228 1950 260 pages illustrated $6.50 








This volume presents a thorough-going treatment 
of the theory and practical applications of deter- 


For the Fast-Growing Detergent Industry | 


A . Ch . | | gents with special reference to their use in launder- | 
romatic emicais ing processes. All those who require a basic knowl- 
FOR PERFUMERY AND FLAVORS edge of the factors involved in detergency, both 


physical and chemical, and who wish to under- 


Sala sa 
so Propyl Quinoline © Isobutyl Quinoline stand the chemical formulation of modern deter- 


Ethyl Anthranilate ¢ Butyl Anthranilate 
Skatol 
Linaly!l Anthranilate e Linalyl lsobutyrate 










gents will find this book of the greatest value, since 
its principles can be applied to all fields in which 
surface tension and its related phenomenon play 
a part. 


4 i 8 mM 0 i hi Order Now for Immediate Delivery 
THE AMERICAN PERFUMER 


CHEMICAL CO., INC. 
600 Ferry Street Newark 5, N. J. 





9 East 38th St. ° New York 16, N.Y. 
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Ketone 
0 eee 
Neroline (ethyl ether) 
Paracresyl Acetate ........ 
Paracresyl Methyl Ether .. 
Paracresyl Phenyl-acetate 
Phenylacetaldehyde 50% 
LONE ev weduceiatdscucee 
Phenylacetic Acid ........ 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Butyrate ..... 
Phenylethyl Propionate ... 
Phenelethyl Salicylate 
Phenylethyl Valerianate 
Phenylpropyl Acetate 
DEE. .cvetetheckd bie beees 
ee ee A 
Styrolyl Acetate ...... 
Vanillin (clove oil) 
[| a eee 
SD cirennieesnieek as 
Vetiver Acetate .......... 
Violet Ketone Alpha ..... 
Yara Yara (Methyl ether) 


BEANS 


Tonka Beans Surinam 
PP crscéneeeune ss 
Vanilla Beans 
Naat an euwe 
Mexican, whole 
Mexican, cut 


Tahati 


5.004 
1.754 2.00 
2.50@ 2.80 
2.15@ 2.75 
2.50@ 3.00 
4.75@ 5.40 


2.75@ 3.25 
1.104 4.65 
1.65@ 2.25 
2.00@ 2.50 
1.75@ 2.00 
$.15@ 4.35 


3.30@ 4.00 
$35@ 4.80 
5.600 5.85 
3.75@ 4,20 
100@ = 1.25 
2.65@ 3.40 
1.90@ 2.50 
5.00@ 5.50 
3.00@ 3.05 
3.00@ 3.05 


17.50@ 50.00 


9.90@ 10.25 


2.25@ 2.80 


100@ 1.10 
175@ 1.80 


3.40@ 4.00 
7.75 Nom’! 
6.75 Nom’l 
2.75@ 2.95 


SUNDRIES AND DRUGS 


Acetone 
Ambergris, ounce 
Balsam, Copaiba 

Peru 


write for 
sample 


& Essential Oil Review 


10! sl 14 
8.504 


18.00 


2.00@ 2.50 
2.054 2.40 











Beeswax, bleached, pure 


SRN peared wee uwa 714 73 
Yellow, refined .. ..... 614 .63 
Bismuth, subnitrate ...... 2.654 


61.25@ 81.25 
P., ton 129.004 133.50 
08@ 08%, 

.0654@ 07% 
604 .62 

7.85@ 
1.50@ 1.55 
02%,@ 03 


Borax, crystals, carlot ton 
Boric Acid, U. s. 
Calcium, Phosphate 
Phosphate, tri-basic 
Camphor, pwd., domestic . 
Castoreum, nat., cams ..... 
ee ere 
Chalk, precip. bags, celts 
Cherry Laurel Water, jug, 


Ci #ibae abdienedes sees 1.25 Nom’ 
Ce RUIN vit cnsvensiias 28%4@ 29% 
ee MN a eeeeuee oo us £.50@ 15.00 
Cocoa butter, bulk ....... 81@ 81% 


Cyctohexanol (Hexalin) 304 32 
Fuiler’s Earth, Mines ton .. 27.00@ 30.00 
GPO Cae viaenseds: 54a 59 


Gum Arabic, pwd. ........ 21@ _~=-22 


SUR ikxunecdas xe wa A5@ 15% 
Gum Benzoin, Siam ...... 3.50@ 3.85 
RS cia wadenacwee’ 654 10 


80a 95 
394 ot 


Gum Galbanum 
IIE sect n dacs cnc 


Henna, pwd. ......... cx eae eae 
re 054 07 
De a eicbacenecdes 5.00@ 7.00 
Lanolin, hydrous ........ 29@ 30 
Anhydrous ......... 31@ ~~ 32 
Magnesium, carbonate 1A14@ ~=sC«d«d' 
Gp acae Keune o A0@a 42 
B,C: encoduene cus 38.00@ 45.00 
Olibanum, tears .......... 164 30 
NS arc ednéneseennses 12@ 18 
Orange Flower Water, gal. 1.75@ 2.25 
Orris Root, Italian ........ 14a 21 
PUNE viucnscavewaceenaus 0634@ 07% 
Peroxide (hydrogen U. S. P.) 
Dh dawedeeescnuecnens 03544 05 
Petrolatum, white ........ 0654@ 08% 


CREO GUGE 6. ocidncvvenncs 100@ 1.50 


PANO OOUEE odcd cose dee 
Rose flowers, pale ........ 
Rose Water, jug ( gal.) 
Rosin, M. per ewt. 
Salicylic Acid 
TMIMMNNIN@OD Saciewescens 
Silicate, 40°, drums, works, 
100 pounds 
Sodium Carb. 
58% light, 100 pounds .. 
Hydroxide, 76% solid, 100 
pounds 


18G 22 

40@ A8 
1L50@ 2.00 
10.504 

42d Nom’l 
2.45@ 2.60 


110@ 1.40 


1.60@ 4.62 


3.35@ 4.55 


TRINOUED <6 ove dc estes nica 34a 7 
Stearate Zine U.S. P....... A6@ 18 
WE a cacns io kadawannaes 150@ 1.85 
OGNNG DOO a5 dn aidca ces: 39144a Al 


Tragacanth, No. 1 
Triethanolamine ~.- - 244@ 25% 
Violet Fiowers .......... 1.85 Noml’ 
Zine Oxide, U.S. P. ctns. .. .194@ .20%4 


OILS AND FATS 
Castor, refined, drums 35144@ 3534 
Coconut, crude, Atlantic 
RN, Nest vin ceax cs 
Double distilled, drums . 
Corn, crude, Midwest, mill, 


3.90@ 4.25 


2144 


31a 


ica caxcactsicwied: 25144 
Corn Oil, refined, tanks ... .299%,@ 
Cottonseed, crude tanks ... .2544@ 
CONN INO ce vdvunicnsce 174% Nom’! 
Lard, Chicago ........... 194%, Nom’l 
Lard Oil, common, No. 1 

GUN sb ccceccacxa: 25@ 25% 
Olive, edible (gal.) ....... 3.30@ 3.50 
Pale drums ......... 254 


Peanut, refined tanks 
Red Oil, single distilled 
MU care wedeccvencdans 
Stearic Acid 
Triple Pressed ......... 
Double Pressed ..... 
Tallow, acidless, drums 
Tallow, extra 


3044 ° 


261 oa 


28144 2934 
. 2614,@ 2714 
2444 243 
1T4@ 18% 


ANOTHER crcntse o 


VEEGUM HV" 


FOR SUSPENDING: Veegum HV provides complete suspension at 
lower viscosities than organic gums, or suspends more efficiently 
at equal viscosities. Free flowing suspensions are maintained in 
many cases where organic gums would give hard packed settling 
or irreversible gels. Thixotropic characteristics of Veegum HV 
give added suspending ability coupled with good flowability. 


Veegum HV is a recommended suspending agent in calamine prep- 
h arations and suspensions of pigments, deodorants, and sulfur com- 
'XOtropi, pounds, as well as pharmaceutical and other cosmetic preparations. 


*Inorganic, non-toxic, non-irritating, Colloidal Magnesium Alumi- 


num Silicate 


Techical BULLETIN 


R.T. VANDERBILT C0. 


specialties department 


230 Park Ave., New York 17, N.Y. 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 
WANTED: Chemicals, Colors, Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 
WANTED: 1—1000# Powder Mixer, 3—Copper Coating Pans, 
1—#43-A Granulator, 1—Single Punch Tablet Machine, and 1 
Fitzpatrick Comminutor. Give full description and price. Box 
2353. The American Perfumer, 9 East 38th St., New York 16, N.Y. 





FOR SALE 


FOR SALE: Munson 20004 Rotary Batch Mixer; 7-Day S/S 
Robal Sifters; Size 11, 23, 43 and 53 Rotex Screens; Dopp 350 
& 650 gal. Open, jacketed Kettles; Sperry 36” Filter Press, 24 
chambers; Sperry 30” Aluminum Filter Press; Empire State 
Para Block Press; Mirro #1 & #2 Pulverizers; Blaw-Knox 
6’ x 4’ Chromeplated Chilling Roll; 2-Wolf 1800 and 1-Stokes 
600+ Ribbon Blenders; Standard Knapp Suto. Self-adjusting 
Carton Sealer; Stokes 79-80 Tube Filler & Closer; Stokes DD & 
RD Rotary, and Colton #4-1/2 Single Punch Tablet Machines; 
Knapp 3B Wrap-Around Labeler; 2-Model BB  Transwraps; 
Ceco A3901-12 Sealer; Pony Labelrites, M, ML and MX; 38 

Aluminum Storage Tanks, 800, 600 and 250 gals; SPECIAL 27 
Aluminum Storage Tanks, at 








Unused Rectangular 200 gallon 
only $75 each plus $15 crating. Only a partial list. Send us 
your inquiries. CONSOLIDATED PRODUCTS CO., INC, 14-15 
Park Row, New York 38, N. Y., Phone BArclay 7-0600. 


HELP WANTED 
SALESMEN, one for Southern territory and one for Los Angeles 
and vicinity, calling on perfume, cosmetic, soap, candy manu- 
facturers for fine line of Essential Oils, compounded perfume 
oils, flavors. Write Box 2898. The 
38th St.. New York 16, N. Y. 


American Perfumer, 9 East 


RESEARCH EXECUTIVE: A large midwest cosmetic manu- 
facturer is seeking a technically trained individual who is capable 
of handling the technical direction of new product activities. A 
properly qualified individual would be one having a scholastic 
training in science and at least several years’ administrative 
experience in applied research. Ideally, the individual should 
have marketing experience, perhaps in connection with technical 
sales activities. He surrounding the 


practical use of products as well as their technical properties. 


should have experience 
The proper individual will become a key executive in the or- 
ganization involved. Salary open. All replies will be treated 
confidentially. Write Box 2899. The American Perfumer, 9 East 
38th St., New York 16, N. Y. 


CHEMIST : COSMETIC 


Exceptional Opportunity 


With rapidly expanding financially impregnable na- 
tional manufacturing company. 


Must be capable, imaginative, and experienced in 
development and research in the cosmetic field. 


Ideal living conditions. Small residential city 3 hours 


from New York. 


Give complete details regarding age, education, ex- 


perience, earnings in first letter. STRICTLY CONFI- 
DENTIAL. Box 2900. The American Perfumer, 9 
East 38th St., New York 16, N. Y. 
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| CHEMIST, COSMETICS. 


| 








SITUATIONS WANTED 


College education. Creative, knows 
oo ®. ” . 

quality.” Over 10 years experience as Head Chemist for large 
companies. Experience in buying. Write Box 2897, The American 


Perfumer, 9 East 38th St., New York 16, N. Y. 


NEW YORK REPRESENTATIVE with long experience in the 


| perfumery and essential oil industry seeking broader opportunity 
| with progressive concern in the same field. Will take on full ad- 


ministrative duties. Negotiations in confidence with principals. 
Write Box 2901. The American Perfumer, 9 East 38th St., New 
York 16, N. Y. 








NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 











READ 


The American Perfumer 


AT HOME 


THE AMERICAN PERFUMER, 9 East 38th St., N. Y. 16, N. Y. 


Send THE AMERICAN PERFUMER to me for one full year for just $3.00. 


(Add $2 yearly postage outside of U. S., Canada & South 


America) 


C) Bill Me C] Bill Company (_] Payment Enclosed 
































Position 
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PROFESSIONAL SERVICES | 


GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
te meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 







PERFUME 


“L'ART de la PARFUMERIE par EXCELLENCE” 
DR. JEAN JACQUES MARTINAT 
FERFUMER CONSULTANT 


Creatiens ef Highly Original Perfumes. 
Duplications ef Most Difficult Fragrances. 





Unique Kind of Professional Services. e 
333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. C ONSTANT research, skillful blending and i 

- ae 7 development of subtle aromatics by the 

; ARTHUR H. BEHR, Ph.D. Perfume Chemists of N.B.W. assures the 

Consulting Chemist and Perfumer : . , ‘ 
quality of its Essential Oils, Aromatics and 
Development and Application of Aromatics for any s 
purpose Floral Creations, 
VERONA 4-4804 


84 HILLSIDE AVE. VERONA, NEW JERSEY 


To be sure of constant high quality and lasting 







consumer acceptance of your products .. . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


ALBERT B. PACINI, Sc.D. 
Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


business since 1920. 


NEUMANN-BUSLEE « WOLFE 





Int. 
226 W.Huron St. Chicago 10, Iii. 


Bo Prytz, Ph.D. 


Consultant 





Enzymes, analysis, pharmaceuticals, 
drugs and cosmetics 


Cold Spring <n L. 1, N.Y. talk To the man 
who wants to buy |! 


e There’s no better prospect than the man who 


. ? : . wants to buy your product or service. American Perfumer 
We likewise serve in Packaging Problems . . . Perme- readers are preconditioned looking f sroducts tl 1 
ability and Dermatological studies . . . Organoleptic Panel coe ns ; aoe iin a il 
Tests on Taste, Odor, Flavor Evaluation. your products! 


Write Today FOSTER D. SNELL 
for Booklet No. 3 Meee OL ae 


29 W.15'* St. New York HNY 
“The Chemical WaArnins 4-8800 


yan Boke Aue A ikl; 
CHEMICAL SERVICE 








OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


e Use the classified columns of the American 
Perfumer to reach them. See what a wallop a little space can 
pack, 
e Classified Dept. 


THE AMERICAN PERFUMER 


9 East 38th St. New York 16, N.Y. 


CPURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND- 
ARDS 


@ Samples will giadly be sen? 
on request—at no obligation 








FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


ets 


Serving the Trade for 99 Years 





46 Years of ‘RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. RD WAX CO.. INC 
“TRAVELING ADJUSTORS == RESULTS" Lichannapeincolinguanaeataiaa - : 


HALEDON, PATERSON NEW JERSEY 
Western Distributer: A. C. Orury & Ce., 219 E. North Water St., Crieage, I1!. 
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AMBRAROME ABSOLU js admitted to-be the closest re- 
production of the natural Ambergris. deposited by the 
Sperm Whale. A 114% alcoholic solution is comparable 
to the best Ambergris Tincture. 

“Available at an important price advantage, it is now 
universally used for efixing perfumers’ alcohol—only 
4 oz. AMBRARQME LU being used to a 50 gallon 
drum of alcohol. .... © 
AMBRAROME ABSOLU “is also used to obtain Amber 

bases. It cam be tised in creams and toilet soaps. 

_Write us on“ your company letterhead for complimen- 
tary samples of tincture of 114% AMBRAROME ABSOLU 
and solutions in the proportions of 14 07. to a 50 gallon 
drum. Address Dept. AR 3. 


BUSH AROMATICS 


+ © (DIVISION OF THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 
_ Exdusive sales representative for Synarome in the United States, Canada and Cuba, 
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the product, original research... 


For the creation of truly new 
perfumery effects the perfumer 
today must resort largely to newly- 
developed isolates. Our research 
laboratories have been able to 
contribute substantially for many 
years to advances in the field of 
pure organic chemistry. Almost all 
Firmenich specialties—Wardia, 
Exaltolide, Dianthine — are based 
on totally new chemical bodies. 
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Firmenich Incorporated, 250 west isth st, NEW YORK 11 


CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE 
IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND... PARIS, FRANCE.,.LONDON, ENGLAND 








